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CHATHAM CULTURED EMERALDS 


Leading manufacturers and creators of fine jewelry are starring 

Chatham Cultured Emeralds in their newest, most exciting designs. 

Shown here are just a few of the many beautiful creations 

containing these magnificent stones. Ask your fine jewelry supplier to show 
ou these and many other Chatham Cultured Emerald pieces. 

Loose Chatham Cultured Emeralds are available in all quality ranges, 

sizes and shapes. Matching of color tones is possible because the 

ipekdjian collection is the world’s largest. 


Write for a memorandum selection and the four color brochure 
the story of Chatham Cultured Emeralds. 
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EXCLUSIVE DISTRIBUTORS of CHATHAM 2 wy dames EMERALDS 
580 hips. AVENUE, abe is YORK 36, N ME i peor a SO 2-0813__ 
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Diamonds 


wherever she goes 


bet, ORE 


zs bividuolly Yours” a Dtamonps of unmatched pride and beauty that will 
ee. | | distinguish the wearer now and forever are available 
tia Sane eee Nepal at all times from William Levine Company. — 
: ote ry ghigialilarmain At your request, a selection from the world’s most 
aoe beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 
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William levine Company 


Importers and Cutters of Fine Diamonds 


_29.E. Madison St., Chica 
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This month's front cover symbolizes Diamonds— 
International Awards, the story of which appears 
on page 8&4. Equally well it symbolizes Gladys 
Hannaford's fine advice on how to make old 
Aveystone ) 
diamonds produce sales of new ones—and this 
you will find on page 66. Closely related, too, 
is Marianne Ostier's report on new trends in 
diamond earring designs, page 74. And don't 


miss part two of our analysis of watch selling. 


It starts on page 56. 


, ; = 
Speaking of the Jewelry Trade 953 


Why Don’t You Sell More Watches? Part IT 56 


Briefly—Late and Important = 135 


News of the Industry 137 


MERCHANDISING AND PROMOTION 


Quick-and-Easy Christmas Windows, by Virginia Dixon 64 
Old Diamonds Never Die, by Gladys B. Hannaford 66 
New Beauty for Ears, by Marianne Ostier 74 

Have Your Shaver Tested Free 78 
Diamonds—International Awards 8&4 

I Don’t Want to Buy Direct 96 

For the Man in Her Life, by Jerry Gewirtz 104 

What Type Buys Typewriters? 110 


TABLE TOP FASHIONS 


Table Top Fashions 127 
China, Glass & Giftwares, by Madeline Love 


TECHNICAL 


Un-Diamonds, by Dr. Frederick H. Pough 100 
Principles of Cleaning by Ultrasonics, 

by Henry B. Fried 164 
Workshop Questions and Answers’ 168 


DEPARTMENTS 


They’re New 115 
Coming Events 156 
Manufacturers’ News 
Editorial 180 






































How to turn a time payment into a diamond ring 


We're talking about the installment customer and how 
you can get her interested in a diamond ring! It’s 
easy—if you do two things. One—check and see if her 


ring is dated (most are). Two—use Formula D-I, a 
new ingenious merchandising idea that makes women 
realize how unattractive their present rings are. Thou- 


sands of retailers are using it daily. Want to know 


A DIVISION OF AXEL BROS. INC 


more about it? Write us today for an appointment with 
one of our merchandising experts. He’ll show you the 
technique and give you the magic selling props in less 


than 30 minutes. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


JAMAICA AVE JAMAICA 18,.N.Y, 








SALESMEN WANTED! 


An Open Message Addressed fo the 


$15,000-A-YEAR WATCH SALESMAN 
Capable of Earning $25,000 





Salesman-with-an-eye-to-the-future: 


This is not the usual want-ad because this is an unusual opportunity—and we 
are looking for an unusual man (or men) ... Perhaps, in general, you’re quite con- 
tent with your present connection ... But everyone has a right to better himself—to 
plan for a brighter future ... And we feel we can offer the right man an extraordi- 
nary, secure future—with unlimited earning potential! 


About us: We are the New York office of a world renowned (since 1815) manu- 
facturer of Swiss Watches—with a fine quality line retailing from $71.50. We have 
made great progress with leading retailers, based on: (1) an unprecedented policy 
of limited distribution (2) guaranteed retailer protection. Our salesmen are welcomed 
by representative jewelers everywhere who are interested in our unique Importer- 
Retailer Franchise Agreement ... Our plans call for additional salesmen in several 
choice territories. 

This is the type of man we seek: He is a man now earning about $15,000 (prefer- 
ably selling watches )—but has his sights set for much more. He should now have a 
following in the better retail jewelry stores; he must have a background of achieve- 
ment—should be known and respected by the accounts in his territory! We are seeking 
top-drawer salesmen—we are prepared to pay for them. 


If you feel that you can qualify, we’ll be happy to talk with you. Write to me per- 


sonally giving full particulars; business history, age, experience, present territory and 
earnings, etc. Enclose photograph, if possible. All negotiations in complete confidence. 


Yours sincerely, 


Norman Roth, President 


FAVRE-LEUBA WATCH and CHRONOMETER CO.., INC. 
665 FIFTH AVENUE, NEW YORK 22, N.Y... PLAZA 3-5451 
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diamond ever had! 





Perfect Lock 


interlocking 
bridal pairs 


in the largest selection offered any- 
where. Over a thousand styles to 
choose from. 


Siellate settings 


utilize four smaller diamonds be- 
neath the center diamond for the 
appearance of twice the size and 
sparkle. 


Dpectralipht 


ingeniously utilize ten or more 
diamonds beneath and surrounding 
the center diamond to create the 
appearance of as much as six times 
the size and brilliance. 
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<a} mounting! 


Diamonds are sold on the appeal of their beauty and quality. A good 
mounting enhances the appeal of any diamond. A better quality diamond 
deserves a K & B mounting. All of the other kinds of diamonds need 
K & B mountings for the appeal they will add. When you send your dia- 
monds to market, they will catch more eyes and induce more sighs when 
dressed in the height of elegance. And such finery is the specialty of K & B. 
We put more “diamond-sell” in ring mountings from their raw gold begin- 
nings, right to the finisher’s bench. It’s obvious in the finished product 
and even more discernible when you make the “loupe test.’’ Give diamonds 
a head start. Set them in the world’s finest diamond ring mountings by 
Karlan & Bleicher Inc. Excellent newspaper ad mats furnished FREE. 
Circulars, catalogue sheets and displays available. Contact your jewelry 
wholesaler through whom K & B products are distributed. 


Creators, Designers and Manufacturers of ““Perfect Ring Findings” 


ee NM ARLAN & es LEICHER, INC. 


KxR> 136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 


SY" STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 














ACCLAIMED EVERYWHERE 


FOR BEAUTY AND QUALITY 


(Gilbey by ( htide 


\pproved by (Good Housekeeping and Parents’ Viaga- 


zine. And this fall. young America will be sold on the 








?. ace 
: He ee 
" eee pre 
Ps he SR. VIRAL RARTORIE A ag ea COREE : ; 


SARTO RR 





carefree beauty of this new Solid Stainless by Oneida 


—jin striking ads in Better Homes and Gardens. Living 


RR 


Ls 


for Young Homemakers, Good Housekeeping and Par- 
ents’ Magazine. To clinch the sale. point out these quality 
features: forged knife blades withstand wear and water 
... luxurious satin or gleaming mirror finish... graded 


weight, strongest at all stress points... heavier weight, 





“feels” like fine silver . .. finest-quality metal. stavs 
tarnish-tree. 


ONEIDACRAFT* DELUXE STAINLESS. Extra- 
heavyweight, mirror finish, moderately priced. 
O-pe. place setting, $4.75. Also in starter sets, 
sift cartons, eye-catching chests. 





SHORELINE* 





ONEIDACRAFT* PREMIER STAINLESS. Finest, 
extra-heavvweight. Shoreline, satin finish: Vista, 


VALOR* 
MIDLAND* 
FERNWOOD* 


dramatic silvertone finish. 6-pe. place setting, 
$7.95. Also. in starter sets, handsome chests. 
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ne senna Heavyweight, gleaming Be.’ 4 ON FIDA 


mirror-bright finish, distinctive design, budget- * 4 eo}, | ai e7.' 


priced. 24-pe. sets start at $8.95. Packaged in z | SILVERSM ITHS first in 
picture-window boxes, gift cartons. i Pa» terse. 


Bticcn 


Oneida, New York 


TRADEMARK OF NEIDA 
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Robert Barre 
2 W. 47th St. 


New York, N.Y. fifi 
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the all-precious metal 
of the platinum family 


Many jewelers who have been using Jewelry Palladium for custom work 
for many years are still amazed at the virtues of this unique member of the 
platinum family. This gleaming white, precious metal surrounds the stone 
with a brilliant reflecting surface that never dims, never tarnishes. Always 
enhances the beauty of the entire setting. 


And it’s so safe. The prongs of this non-springy metal lie firmly 
against the stone, holding it securely. 





You'll find selling Jewelry Palladium easy... because customers love buying 
Jewelry Palladium. It’s the prestige metal that enhances your reputation. 








(EN GCELHYARO INDUSTRIES) 
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BAKER & CO., INC. 
113 ASTOR STREET, NEWARK 2, NEW JERSEY - NEW YORK + SAN FRANCISCO + LOS ANGELES + CHICAGO 
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Coming soon! 
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RICH TORTOISE & BLACK ENAMEL — retail $19.95 


SATIN FINISH SATIN AND BRIGHT FINISH 
Retail $17.50 Retail $18.50 


INTRODUCTORY BONUS of over a year’s supply of Butron WEDGWOOD “FOUR SEASONS” 
fuel—in exclusive Multi-Fill cylinder— packed with every JET-POWER TABLE LIGHTER 
Varaflame pocket lighter in a special presentation gift box! Retail $27.50 


: 
; 


Like ail Ronson lighters, Varaflame is fully guaranteed by Ronson with a full year’s free service policy 





Lhe world’s first 
jet-power lighter! 
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Lights for months on one fueling! 


Varaflame operates for more than a year with normal use 
from patented, all-new Ronson Butron Multi-Fill cylinder. 
Add fuel anytime—no need to wait until lighter is empty. 





Finger-tip flame control! 


Flame height can be varied easily, instantly, to suit needs of 
cigarette, pipe and cigar smokers. No special tools required 
to adjust flame. Wickless flame is odorless, clean-burning. 


Fuels in seconds! 





. Instant fueling with Varaflame’s patented Butron fuel injec- 
tion system! Lighter and fuel cylinder seal automatically. 
No disassembling of lighter when refueling. Unique one-piece 
design insures trouble-free operation. 





TREMENDOUS VARAFLAME PROMOTION! 


Powerful advertising on TELEVISION, in MAGAZINES. 
NEWSPAPERS to pre-sell Varaflame for you! 






“DATOPTIC” from $85.00 F.T.I 


ERNEST BOREL 
DA OP) tC 





One Out of Every Four Self-Winding ERNEST BOREL 
Watches Sold Today Is a “DATOPTIC” 


Faced with today’s tremendous competition JUST LOOK AT THESE FEATURES: 


from all quarters, fine jewelers everywhere @ Date-in-a-monocle. Gives the day’s date 


are finding that selling ‘run-of-the-mill’ automatically, optically magnified by a tiny 
lens so you can read it at a glance. 


watches just doesn’t get the job done. And uRiltaaiinn. 


more and more of them are learning daily 
that the answer is the ERNEST BOREL 
“DATOPTIC”. 


e Invisible night-lighting. 
@e Modern concealed-crown styling. 
e Lifetime mainspring. 


Why? Because “DATOPTIC” is NOT “just e Water and shock resistant. 


another watch”; it is the wnusual watch... e Precision INCASTAR Regulator for the 
correct time all the time. 


the world’s only watch offering these wanted . —_— 
e@ AND... available to fine jewelers only! 


features! 


Ernest Borel Watches, _ K- G3 
1008 Walnut, Kansas City, Mo. 

Please tell me more about Ernest Borel watches and 

why they mean more sales for me! E BR N E Sy T BOR E ., 
SIGNED oe : WATCHES 


NEUCHATEL, SWITZERLAND 
uu. Ss. Offices/ 1iO08 Walnut, Kansas City, Mo. 


ADDRESS coats teeieat ieee Ernest Borel Representatives: 
West Coast, Marcel Muller Central, Jerry Carr 
Southwest, William Seielstad East Central, Bruce Moore 
CITY STATE Northwest, Ralph Watten East, Andre Clainert 
West Central, Forest Seifert Southeast, Reg Raynor 
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TO AMERICA’S 
LONGEST-ACTIVE 
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= to help us celebrate J-B’s 50 millionth watch band 
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One of the most enjoyable experiences of a lifetime will be the 
worthy reward to two retail jewelers for their long years of 
service. They will be the guests of honor of Jacoby-Bender, with 
all expenses paid, to celebrate J-B’s 50 millionth watch band. 







* RETAIL JEWELERS* 
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The longest-active retail jeweler will receive J-B’s 50 millionth 
watch band, created expressly for him in 14K gold, plus five 
wonderful days in Bermuda for him and his guest. 





The second jeweler’s award will be a memorable week- 

aa end for two in New York with residence at the Waldorf 
a pe tickets to the musical hit, My Fair Lady. 

fh oy t ¥ Are you the man or woman who has been active for 
the greatest number of years in the retail jewelry busi- 
ness as a store owner, salesperson or watchmaker? If you 
are, please fill out and mail coupon. If you are not, but 
know someone who is, please send name and address. 





To qualify, jeweler must be currently active 


ada. ENTRIES MUST BE POSTMARKED 
NO LATER THAN DEC. 31, 1957. Decision 
of the Selection Committee — Harry Bromley 
and Lansford King — will be final. 


JACOBY-BENDER, INC., 62-10 Northern Blvd., Woodside 77, N.Y. 





I believe Iam among America’s longest-active jewelers 





Name 
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Continuously active in retail jewelry since__ : mae 





JEWELERS’ BEST Store Name ~ Ae ee 
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Millionth 
Watch Band 








City Zone_______State 





Wholesaler is 
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NEW WAYS OF TELLING TIME—AND 


Of all watches bought as gifts, six 
out of ten are given at Christmas 


(From the Research Study of The Watchmakers of Switzerland) 


The gift-buying month is here. And of all the gifts people give and receive. 
a new, modern, jeweled-lever watch is perhaps the most wanted, most 


appreciated. 


In December, your national advertisement will tell millions about one 
such marvel of time-keeping —the self-winding watch. You can use this 
news as a take-off point for telling customers about a// thats new and 
modern in the world of jeweled-lever watches. 

For now. more than at anv othe 


‘ : ‘ , 
mou special-feature watches 


They will buy watches that wont be magnetized, that resist water and 
shock; they ll be intrigued by watches that split seconds and tell day and 
date. And theyll fall in love with ultra-thin, ultra-smart watches that set 
the pace in fashion. 


si 


That's what the Christmas season does to people. 


So explain the benefits of jeweled-lever time-keeping to them—highlight 
its greater dependability and better value. Make the most of your jeweled- 
lever inventory. Thats how sales are made. And thats how you prove your- 


self one of the most modern merchants in town. 


With people in the gift-buying mood, this message, advertised to millions, is more fitting than ever: 


Kor thi oifts ) yl ove with pride, let youn jewele? be youn ouide” 








SELLING TIME—AT CHRISTMAS TIME 


Watch 
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REVISED RESOURCE LIST 
OF MANUFACTURERS OF 
GOLD FILLED PRODUCTS 


“Who makes Gold Filled bracelets .. . 
belt buckles ... cigarette lighters?”’ 
‘How does the Jones Company sell 
direct or through wholesalers?’’ “‘What’s 
the address of the Smith Company?” 
‘Where can I buy men’s Gold Filled 
cuff links to retail at about $8.50?” 
You'll find the answers to almost any 
question you may have about Gold 
Filled products and the companies 
that make them in the new, 

revised Gold Filled 

Resource List. 






































TCE : 


This list is free to any buyer of Gold Filled products. Just drop a line to the Gold Filled Manufac- 
turers Association, Bates Building, Attleboro, Mass., or use the handy coupon on the facing page. 









(Noss oe pee / 











‘ af This easy-to-use list is indexed by Company .. . then 
é cross-indexed by product category (bracelets, watches, 
- tie-bars, etc.). Over 40 product categories .. . 
> “a i nearly 170 manufacturers are listed in the pages 
SSS of the new 1957 edition. 
: eS Ss 
i 


Ctldrosoos PRICE RANGES, 
DISTRIBUTION METHOD 


The new resource list tells you at a glance where the 
company is, whether or not they sell direct and what 
price range their products fall into. 














. AND THIS IS GOING TO BE A BIG, 
BIG CHRISTMAS FOR GOLD FILLED. 


Jewelers, Department stores, Wholesalers and Business 
Publications all emphasize the growing trend to quality 
in gift-buying. You can expect that this increasing 
consumer concern for quality will make it easier for you 
to trade up to Gold Filled. 


(sotd- filled. ADVERTISING IN LIFE AND LOOK 


The Gold Filled advertising campaign rolls on with 
multiple insertions in Life and a special tie-in ad in 
Look in the Operation Cherub issue. Over 60 million 
people will be exposed to these ads. 











GOLD FILLED MANUFACTURERS ASSOCIATION 
Bates Building, Attleboro, Mass. 


Cord (6 fee Please send a free copy of the new revised Gold Filled Resource 
pe, List to: 


Yiot Name 
Tepoore™ Street 


City. . State 


Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. « General Plate Division— Metals and Controls « Horton Angell Co. « Improved Seamless Wire Co + Leach & Garner Co. 
D. £. Makepeace, Division — Union Plate & Wire Co. . 1. Stern & Co., Inc. . Standard Metals Corp. . A. T. Wall Co. . H. A. Wilson Co., Inc 
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IT’S GOING TO BE 
A STAR-BRIGHT CHRISTMAS 


FOR HAMILTON JEWELERS 


ae 
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One reason ts this sparkling 4-color ad starlighting a cheerful quartet of the world’s 
most prized gifts. During the next few weeks millions of readers will see the ad in: 


READER’S DIGEST - NATIONAL GEOGRAPHIC MAGAZINE - THE NEW YORKER - LOOK 
THE SATURDAY EVENING POST - EBONY - THIS WEEK - PARADE - FAMILY WEEKLY 


and other major Sunday newspaper supplements 


Each ad will remind every reader that his Hamilton Jeweler is the man to see. Remind 


your customers by displaying mounted reprints of this ad in your store. They’re free 
Your local newspapers now have Hamilton’s newest Christmas ad 


mats. And your local stations have Hamilton radio and TV advertising materials. 
Or write: Sales Promotion Department, Hamilton Watch Company, Lancaster, Penna. 


for the asking. 


} FIANI/LTON 








Stars to wish on and stars to give are combined this Christmas 
in a shining selection of Hamiltons for the special names on your gift list. 


Look for these stars in your Hamilton jeweler’s window. Let them guide you 
to a truly memorable gift. A. Charm R, $150; B. Golden Tempus, $175; 
C. Mimi, $75: D. Lincrest, $89.50. Hamilton Watch Company, Lancaster, Penna. 
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the watch fine jewelers recommend more often than any other 





=F Vitel ma - wae —t- Tam edie: 


U. S. PAT. D-156452 
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UB Vay (Len) & Earrings by Jomaz 

ews ET POT : Joseph J. Mazer & Co. 
67 


(4% actual size) 


No. 67 CLIP 513 
ACTUAL SIZE ACTUAL SIZE 


Makes a difference on earrings 


Artistically designed Ballou ear clips are popular SOLD TO THE MANUFACTURER 


CREE OPO, ™: 


LDR. 





with jewelers everywhere. Their quality construction 
gives just the right tension for security, yet offers 
maximum ear comfort. Available assembled or unas- 
sembled. No. 66 (2/3 size of No. 67) recommended 
for the gold manufacturer. It will pay you to insist 
on Ballou findings. 


Ta RY 


ak 


Sew. 





SAA 


B. A. BALLOU & COMPANY, INC. FINDINGS — 
61 Peck Street * Providence 2, R. I. : The Foundation of Good Jewelry 
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33F036 $5.00 
338036 $4.50 
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FEATURE FORSTNER 
FOR THE FINE QUALITY 
THAT MAKES YOUR SALES EASIER! 08 
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Outstanding is the word for Forstner’s great gamut of styles and é 
price ranges in identification bracelets and regular or short key 
chains for men and women. All distinguished by famous Forstner 
craftsmanship. Ideal for personalizing with initials or names to 
build your engraving business... bring repeat traffic. Order now 
for holiday selling from the big name in the field, Forstner! 

20F471 $7.25 208471 $6.20 
ee i 
a =f < LORORIMINS se — om 
SACS A NS ee t >< AWA AY ATV AN) il c a ln <4 mae 
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4 : VA0) he Me 10 018 20S653 $5.50 
PAINS segs au 1° SU. ARARRRRN it SS 

a 20F322 $5.75 208322 $5.00 
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31F008 $12.50 
31S008 $10.00 


218498 $12.50 31P008 Y-W $5.00 












23F456 $9.00 
2385456 $8.10 
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JEWELRY'S NAME FOR QUALITY a ‘) A 
— c) AS 
yy t i 
J i rH } : 
F — 1/20th 12 Kt. Gold Filled . FORSTNER, INC., IRVINGTON 11, N. J. AP 4 * 
S .. Sterling Silver Forstner (Canada) Ltd., Sherbrooke, Quebec Hie a }. 
p Forstar a special plating process a3 +. “ , 
assuring superior wearing quality Showrooms: oi ‘| , . f 
i the moderate price Dem 320 Fifth Avenue, New York 1, N. Y. AN 
Y — Yellow Gold Plate . ¢ R 0 2. Ill 
W _ White Rhodium Plate 29 E. mnernee Street, Chicago 2, Ill. 
448 So. Hill Street, Los Angeles 13, Calif. 


All Prices Keystone 
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Timex, the world’s largest manufacturer of watches sponsors the great, 

a OOF* hour-long BOB HOPE TELEVISION SHOWS for Fall and Winter 1957-58 
... featuring Bob Hope, the greatest name in entertainment... head- 
ing a sensational cast of the most important stars in show business... 
selling the world’s biggest stars in the watch business. 


The TIMEX “‘HOPE PROMOTION” will give you your most successful watch 
selling season ever. Plan your window displays... your counter displays 
... your streamers... your counter cards...your mailers to tie in with 
the biggest show events of the year. See your TIMEX distributor for all 
your merchandising needs. 


More people buy “Ti RA — 3 than any other watch in the world! 


500 Fifth Avenue, New York 36, N. Y. * 1800 James St., Toronto 9, Canada 


Fan. See you December 7 — 9:00-10:00 p.m. EST 


plus tax 


plus tax - ; . ane 
check your local newspaper for time and loca! | Sta 


iV 
*as long as crystal, case and crown remain intact. 
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DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 
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MATCHED WEDDING RING SETS 
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Barel Bridals are Hand Carved Matched Wedding Ring Sets of 


unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 
is genuinely Hand Carved with the meticulous craftmanship that is 
traditional with renowned jewelry designer Fred Barel. And each 
one is a prestige-builder that sparks new sales, 


insures repeat customers. 






The Barel signature (2 appears in the 
shank of every ring, to assure you of a 
genuine Hand Carved original. 


exclusively designed by 


gud! F rd 


Sold directly to the retailer 
by the manufacturer 


Free mats available 


| 24-Hour Service on all Special Orders cae 


: BRIDAL RING COMPANY, INC., 287 nassau street, New York 38 
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DO YOU USE LADIES’ 
YOUR SELLING? 


See 
. oe 


COMMUNITY display at E. W. Edwards & Son, Syracuse, N. Y. TOWLE window at Bamberger’s, Newark, N. J. 


Leading stores feature the Journal 


in windows and on counters 


because they know that half their 


women customers read it! 
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| HOME JOURNAL IN 
- THESE STORES DO! 








REED & BARTON window at Corrigan’s, Houston, Tex. HEIRLOOM window at Younker’s, Des Moines, lowa. 


More women buy and read the Journal than 
any other magazine on earth. But even more 
important, women believe in the Journal. They 
look to it for information and guidance in every 
department of their living...and particularly 
in an important purchase like silverware. 





The manufacturer who advertises his silver 
product in Ladies’ Home Journal is giving 
stores the best possible selling help! 


The world’s largest Ladies’ 
magazine for women... 


NO. qe IN CIRCULATION * NO. aD IN NEWSSTAND SALES * NO. 1 IN ADVERTISING REVENUE 
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NAMIC 


is the watchword for a 











| 
The watch that is years ahead in advanced design and accurate performance 


Distinctive ...as well as dynamic! New dial .. . new 
bezel .. . new location of name... new ultra-thinness. 


Here is modern watch styling and performance other 
watches will not duplicate for years to come. 

DOXA has drawn the bare expression of simple line 
and transformed it into a masterpiece that is worthy of 
the name DOXA. 

And beneath this extremely modernistic face of beauty 
is the most highly accurate watch ever created. 

The DOXA GRAFIC reflects the reliability of the store 
in which it is sold. And the DOXA GRAFIC emphasizes : 
the personality of the man for whom it is bought. GF "oe 
Available in solid gold, gold filled or stainless steel. Anti- iS | 

magnetic and shock-protected movement to retail at $65 up. 
DOXA is a 100% Swiss Watch—made and cased in 





REPRESENTED BY: 


Switzerland and imported to the United States complete. 
Reputable jewelers in selected communities are now being 
appointed. Your interest is invited. 

DOXA ... the watch that keeps up with the time. 


DOXA WATCH CoO.., INC., 665 FIFTH AVE., NEW YORK 22, N.Y. 





Lyles-Van-DeGraszier Co., Inc 
Akard and Wood Streets 
Dallas 1, Texas 

Percy F. Jones 

1513 S. Stanley St. 

Los Angeles 19, Calif 

Mr. Don E. Morse 

400 Benning Place 

Chicago 14, III. 


JEWELERS CIRCULAR-KEYSTONE, NOVEMBER 1957 








& SAPPHIRE 


DIAMOND 
CULTURED PEARL WSracebets, Snaps éx tt... 
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CH 287-8 


CH 288-8 


BR 286-8 


R / @g The pieces illustrated range in price from $75 to $2000 
X. eariman nc. Available on consignment to rated concerns 

125 West 45th Street © New York 36, N. Y. JUdson 6-5893 Pieces are illustrated actual size. 

Pearls Are Available In Single And Double Strands From 5 to 10 Millimeters Send For Our Free Catalog 
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THE KENYON THE LACE 


occasional clock electric alarm 








Non-breakable high-impact Hasa recessed filigreed picture- 
case can’t crack, chip or peel, frame case in three refreshing 
and Westclox guarantees it colors. Exquisite pierced hands 
against breakage for five years. and fine, full-figure dial. Shat- 
Modern Sage Tan case with terproof crystal. Sweep second 
Sienna inserts, highlighted by and alarm indicator hands. 
brass baguettes. Luminous dial No. 1325 Pink, Luminous Dial 


and hands. Raised gold-color 
figures. Has sweep second and No. 1326 Dusty Blue, Luminous Dial No.1320 Antique White, Plain Dial 


Retail $9.98 alarm indicator hands. Retail $5.98 Retail $4.98 
Dealer Cost $65° Dealer Cost $394 Dealer Cost $34 


OLIDAY CHEERS 


for 2 new Westclox electric alarms... 
the KENYON and the LACE 








Colorful Westclox displays speed 
Christmas sales! 


CHRISTMAS CLOCK DISPLAY 


ASSORTMENT no. 5291 
Retail $7936 


DEALER cost $529" 


’ 
; S 


CHRISTMAS By nanEEs 
WATCH scat 
DISPLAY = NARs 


ASSORTMENT 


no. 3779 


Retail $5670 
DEALER COST 


by the makers of BIG BEN 


Above are suggested retail or Fair Trade prices 
PRODUCTS OF CORPORATION and subject to 10% Federal Excise Tox. 
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The new Royal Blaze Series makes the diamonds sparkle like 
a bucket full of stars. Like flaring meteors they reflect the 
light — and attract buyers. Guaranteed to be your best seller 
this year and next. From % to 1 carat (total weight). Ask your 
wholesaler to show you the new Royal Blaze Series. today! 


See Us at the Chicago, New York and Dallas Shows. 


SOLD THROUGH WHOLESALERS ONLY! 


Goidstein-Gerson rot oP ial or 
/he route of Furhiate 130 WEST 46th STREET, NEW YORK, NY. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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Elgin insists on perfection ...and regular 


90686 06808606 6808606886894 22 O64 OBES OOS OC SSE SOC OSCOEOSOCSeoae 2eeece se seeaseseeeaCcer@enc sveeceeoeeovss 


“Tail-wags-dog’’ machine takes 


Part of Elgin’s inspection routine is the careful timing of watches 
before they are released for sale. This machine is so sensitive 
that vibration from a running watch movement moves the 
entire “‘bed’’ on which the watch is being timed in any one of 
four positions! Vibrations are recorded on a moving tape. When 
“played back’’, the tape reveals any flaws that need correction. 


*e*eeeoeeeeeeeseeeestpeeeeeeeeeeeeeeee @ @ 
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Why is 


EVERY 6th ELGINITE 





an 


INSPECTOR? 





inspections are the surest way to get it! 


—This is why, when you buy ELGIN, you know human 
error is reduced to the absolute, negligible minimum! 


People were surprised when the “‘un- 
sinkable”’ Titanic sank. They failed 
to realize that no matter how perfect 
a mechanism may be, the human 
factor in its operation cannot be 
discounted safely. 

Elgin maintains one of the most 
elaborate inspection routines in mod- 
ern industry to prevent human error. 
Visitors viewing our assembly lines 
are amazed to note that every 6th 
man or woman they meet is an in- 
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spector! Elgin inspectors are aided 
in their work by some of the most 
ingenious modern machines (see box). 
They check both materials and work- 
manship, and by the time any Elgin 
watch is ready for shipment, it has 
undergone no less than 1,077 sepa- 
rate inspections! 

Frequent inspections are one more 
reason why, when Elgin watches 
reach you, they’re right and ready 
for satisfying, trouble-free wear. 


ELGIN. ILLINOIS 


a, Aenea Cry 


‘tH 


GN 


— whore the will 
finds the was to 


achieve top quolity 








Planning a STORE-WIDE SALE? 


A Complete are dao Package S FOR EVERYTHING 
... 50 you can DO IT YOURSELF!” YOU NEED TO RUN 
ANY KIND of SALE! 


YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [ ~  y... STOCK LIQUIDATION SALE 
sure to draw Crowds ce DUI HOTICE! <5 ON THE PREMISES! EVERYTHINGAAW0! ume 

We can serve you with several hundred of the hottest ITS THE WILDEST PRICE PANIC “CITY'S EVER SEEN! * 
traffic items, including advertising “copy,” that will help LEATURE gy DIA DIAMONDS! WATCHES! OY: ae SECA 


make your sale a huge success! 


ane: CRIFICED? me 


AT NEVER TO Bb FORGOTTEN SAVINGS! THIS 1S THE OPPORTUMITY YOUVE BEEN WAITING FOR 


° _ : 
Consult us in confidence. We can refer you to a number a WE WERE WRONG-WE ARE SORRY 





: i We Overbough d Merchandise Is Pili 
of Jewelers who have run Successful and Profitable Sales But Our Loss Is Your Gain e Overbought an erchandise Is Piling 


Up—Now We Are Forced To Liquidate This New Guaranteed Stock At 
with our service. Write, wire or ‘phone for details! DISCOUNTS UP TO 75% 
No town too small for a SUCCESSFUL SALE! bo 


We can recommend Experienced Sales Supervisors at (RQOR 7s pect ETTarTTE ny 


nominal fee — upon request! DIAMONDS pore AT our ooORS | 
rans: TOMORROW AT 10 A. M 
1-Day, 3-Day, or 30-Day Sale 


We Can Be of Help! 
ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING | 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF nimeil 
SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- | SAVE UP TO 75* .» * DOLLAR 


NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL | : cde 
EVENT! DIE CUT DIAMOND RING AND STONE | 

RING SPECIAL SALE CARDS 200 INCLUDED! v8 sas RAD GETS A BA il 
SPECIAL RADIO CONTINUITY 25-50-76-100 

WORD DYNAMIC SALE ANNOUNCEMENTS! 8 EVERY BY ARTICLE Guananlise am “NOT GOING ‘BUSINESS: 
DIAMOND MERCHANDISE CONTEST, DOOR  CZTE 

OPENER GIMMICK, TRAFFIC STUNTS, CROWD (ry 
GETTING IDEAS! COMPLETE SURPRISE PACK. | 

AGE MYSTERY BOX PLAN WITH MATS AND <a | “yo 


HOW TO SELL ‘EM BY THE THOUSANDS! A — 
DIRECT MAIL LETTER WITH COPY AND MAT: pone ake ACT ts | 


Ot Course Vour Credit b Good For This Creat Stock Liquidation Sele At GFT 





KEATURE 


e 
re NOM 


FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS) 


You, too, can on your store with customers. —e come alien. saw! They bought! 


PICK 3 AMO OL é | OPEN MONDAY AND THURSDAY NITES 
PICK 3 WATCH / EVERY PURCHAS! ‘SPIT 








J. BIELER PROMOTIONS 12-1012... 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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NOW 


Diamonds From Antwer 
Direct To You 


Personal Import Plan cuts red tape, 










brings Antwerp diamonds direct to you 


Antwerp, Belgium. — Here in the 
world’s biggest and oldest diamond 
market, wholesalers and importers last 
year spent $ 45,000,000 for more than 
half of all the diamonds sold in the 
U.S. 

Why ? Because for rich selection, fine 
quality and low prices, the Antwerp 
Diamond Exchange surpasses all com. 
petition. 

Today you do not have to be a whole- 
saler or importer to get your diamonds 
direct from Antwerp. Retailers too can 
now take advantage of Antwerp val- 
ues. 

The secret 1s our special Direct-from- 
Antwerp Personal Import Plan. (Not 
so secret, really ; jewelers from Maine 
to California are already cashing in.) 
Under the Personal Import Plan you 





Diamonds of every size, cut, color - at Antwerp 
prices - now offered to U.S. jewelers through 
Personal Import Plan. Orders filled from 1800 
vaults at our disposal. 
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at savings up to 1/3 


become in effect your own diamond 
importer. Your cost no longer includes 
the middleman’s mark-up. You get 
your diamonds direct from Antwerp at 
prices anywhere from 1/5 tot 1/3 be- 
low what you are used to paying. 
Result : more of your customers attrac- 
ted by better diamond buys — and up 
to double the profit for you on every 
tale. 

Buying diamonds under the Personal 
Import Plan is as easy as buying from 
your wholesaler. There ts no red tape ; 
there are no extra charges. Through 
our special facilities, we handle all pa- 
per work at this end. We also pay the 
shipping, banking and insurance costs. 
All you do is study our price list, spe- 
cify exactly the diamonds you want — 
size, grade, color, cut — and mail us 





Antwerp Diamond Club certifies weight of each 
Personal Import Plan shipment. All shipments 
insured by Lloyd’s of London 





Personal Import Plan diamonds come direct to 
retailer in special airmail boxes. Jewelers report 
big success with boxes as exotic touch in 
window displays 









your order (no order is too Iarge, no 
order too small). 

A few days later the postman delivers 
direct to your store your Diamonds- 
from-Antwerp airmail package. All 
shipments are insured by Lloyd's of 
London — and your satisfaction is 
guaranteed. 


Free Price List 
U.S. jewelers by the hundreds say the 


Personal Import Plan is just the idea 
they have been lodking for to step-up 
their diamond profits, render better 
service to their customers. We think 
you will say the same. 

For free descriptive folder and price 
list, simply fill out and airmail the 
coupon below. Do it right now. 


----- 


© JOACHIM 
GOLDENSTEIN 





Diamond Club - Antwerp Belgium 


diamond costs up to 1/3 by doing my 
own importing direct from Antwerp 
Please airmail free descriptive folder 
and price list. 

STORE NAME tn ata ila aint 
ADDRESS ....... TE ee Ce ee a OO nai 


TAME :énidéaghadensdnaiseiaiaaetiinntntnndlisnennens 


AIRMAIL COUPON NOW ! 


(15 cents postage for airmail to Antwerp) 


| Yes, ! am interested in cutting my 
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is your lucky number... 


... seven new electric chime and strike clocks! 


No. H-780 
ShipsStrike. 
A strikingly 
modern design 
with o nautical 
flavor. Two 
toned compass 
dial that blends 
beautifully with 


the walnut color case. Gold rope molding at 
base. 6% high, 6% 
Retail: $45.00 


wide, 3% deep. 
List: $54.00 


No. H-850 Westminster Chimes. 

The sweeping arch of this unusual design 
enhances the beauty of rare mahogany. Ivory 
dial, raised black numerals, gold sweep second 
hand, mahogany case. 6” high, 13%” wide, 
32" deep. 


Retail: $39.95 List: $47.90 


No. H-750 Hour and Half-Hour Strike. 
A beautifully cased smaller clock that's perfect- 
ly at home anywhere. Ivory dial covered with 
convex glass held by three clips. Black numerals 
and hands, gold sweep second hand. Finished 
in mahogany color. 6%" high, 6%" wide, 
32" deep. 


Retail: $34.95 List: $41.94 


This year Herschede offers you seven new electric models 


that will put a real boost in your Christmas sales. These are 


smaller clocks—designed to meet the requirements of modern 


homes and apartments but, with their amplified chiming and 


striking mechanisms, they produce the same rich resonance as 


larger clocks. Beautifully cased, attractively priced and 


accurate as only Herschede can make them, these clocks will 


be your “lucky seven”’ at Christmas. 


Your wholesaler can supply you now. 


No. H-854 Westminster Chimes. This ex- 
quisitely made small clock is ideal for the 
smaller desk or table. Ivory dial, black num- 
erals and hands, gold sweep second hand, 
mahogany case. 6%” high, 6%” wide, 
32" deep. 


Retail: $39.95 List: $47.90 


wai 
ger seen 3 . 
0 a too eect 


No. H-752 Hour and Half-Hour Strike. 
The ever popular tambour model designed 
to fit a smaller space. Ivory dial covered by 
convex glass. Black hands and numerals, 
gold sweep second hand. Mahogany color 
case. 6%" high, 11%" wide, 32" deep. 

Retail: $34.95 List: $41.94 
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THE HERSGHEDE HALL 
J. J). clock co 


CINCINNATI 6, OHIO 


No. H-852 Westminster Chimes. 

The gracefully flowing curves of this model will 
fit beautifully on mantel, desk or table. Ivory 
dial, raised gold numerals, gold sweep second 
hand, mahogany case. 6% " high, 12%" wide, 
32" deep. 


Retail: $39.95 List: $47.90 


No. H-782 Ships Strike. A beautiful yet 
compact model that will fit any table or desk. 
Convex glass cover over an ivory dial with 
nautical design. Black hands, brown numerals, 
gold sweep second hand. Gold rope molding 
at base of mahogany color case. 6%” high, 
6%” wide, 32" deep. 


Retail: $34.95 List: $41.94 
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designs copyrighted 








Sophistication of the season . .. born for parties, parties, parties. Vendéme jewelry 
...ereated by the most inspired talents of America and the Continent 
for you, the woman of elegant taste. See this Vendome collection at 

all fine stores, priced from. five to twenty-seven dollars, plus tax. Available 

in the newest gem colors. The model is wearing Vendéme’s fabulous “Roxanne”. 
VENOGME, A DIVISION OF CORO INC., NEW YORK Vendome ~ Reg. Pend. , 


NEWS IN VENDOME JEWELRY . . .AS SEEN IN HARPER'S BAZAAR MAGAZINE 


This ad, like the Vendome Jewelry it features, is designed especially to attract your cus- 
tomers of elegant taste. It is but one of the high-powered, high-fashion series of full page, 
full color ads that will stop her—and sell her as she reads her favorite fashion magazines. 
When she comes in to buy, be ready. Stock VENDOME Couturier Jewelry ... very ele- 
gantly hers ... very profitably yours. For further information, Write Vendome, a division 
of Coro Inc., 47 West 34th St., New York 1. 
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MORE SATISFIED CUSTOMERS and BETTER PROFITS 


Feature the finest in self-winding watches—feature 
the Wyler Superior, result of over 30 years pioneering by Wyler’s Master 
OF - Vacant lara [oh an cole Meot- tale lalela-t-t-1-M\2el 0) mt-t-1(-1-Wh coh dal-Maslel-) al -b ¢-Coadiale: 


customers—at the same time increase your profit too. 


SUPERIOR 


by 


Wyler 


ll a ou o It an i - w 










Teh ol-lalel miele Velellia-lox\, 
Superior in Styling 
STS el tale) ial @1-)ol-lalel-telliha’, 


4 
vs 


ADVERTISED 


Shock resistant, water resistant, 25 Jewels 
q rE illustrated 14K gold $185.00; other 
Wyler Superiors from $87.50 retail. 
Wyler Incaflex—the watch that was dropped from the Eiffe 


WYLER WATCH CORPORATION « 131 East 23rd Street, New York 10, N. 

































ommission hasis 


liquidation sales on a © 





cash buyers of manufacturer’ 
and jobber’s stocks Kan 








38 BROMFIELD STREET 
BOSTON, MASSACHUSETTS 
Telephone HAncock 6-3233 
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To boost your Christmas 
table lighter sales— 


EXCITING NEW 
RONSON TABLE LIGHTERS 
AND *%5°° TRADE-IN’ OFFER! 


“on any automatic Ronson Lighter or any 








American-made table lighter in any condition. 


REGAL KITCHENETTE TOWN & COUNTRY SET PATIO 
Handsome Copper Fine China Modern Glazed First Outdoor 
Finish Ceramic Table Lighter 


You make your FULL MARK-UP when you tie-in 
with Ronson’s dynamic table lighter promotion! 


Here’s how we’re selling Ronson Table  ‘Tie-in with newspaper ads, window displays, 
Lighters to your customers in the massive pre- radio and TV commercials. For free Table- 
Christmas drive! Lighter Sales-aids write: 


On NBC-TV NEWS — Major Network Show! Ronson Corp. 
2-3-4 nights every week with exciting hard-sell 31 Fulton Street 
commercials telling the Ronson Table Lighter Newark 2, N. J. 
Trade-in Story. 


With dramatic four color, Full Page Ads 
in LIFE and LOOK. 


With Ronson’s generous new one-year Free- 
Service guarantee! 


ORDER NOW! ORDER ENOUGH! Maker of the world’s greatest 


lighters and electric shavers 





Call your Ronson supplier now! 
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This is “Pay Dirt” kor You! 


Look at the manufacturer who for the first time sent us a lot of 


\HANDY & HARMAN 





floor sweeps. It was processed in the usual manner. The value 


recovered by Handy & Harman was $143.00 more than he had 


received from similar sweeps sent to other refiners. Handy & 
HANDY & HARMAN 


Harman recovers all there is to recover and pays vou in full value. 
yer. 82 Fulton St., New York 38, New York 


Turn refining problems into PROFITS. There are six HANpy & Caen ie sean a 
Bridgeport | 

Providence 3 — 425 Richmond Street 
— 141 John Street 


HarMaN refining collection plants to serve you conveniently wher- 
ever you are. Send your refinings to HANpy & HARMAN and see vote, Sanece 


how much they are really worth. 
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The new 
ruen Calypso 
series... 

12 great new 


watches in 


color! 


Fashion plus exciting colors! Here are three of the 
twelve new Calypsos, each a beautifully enamelled 
bracelet watch; in a selection of sparkling new fashion 
colors—white, red, blue, and black! Makes her present 
watch old-fashioned! 

In the big-selling weeks ahead, the new Gruen Calypso 
series is bound to become a best-seller! Check these 
reasons why: 

e In Calypso, Gruen rediscovers an elegant style 


36 


idea, a stunning new bracelet watch with colorful 
inlaid enamel. 

e First watch series of its kind to offer the top quality, 
the extra selling power of a famous name in watches 
... Gruen! 

e Variety of different fashion colors! There’s a Calypso 
watch to go with every lady’s favorite color, every 
ensemble! 

e Extra-big profits for jewelers! Gruen’s special profit 
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Special 
promotional 
incentives... 
in time for 
Christmas 


The Calypso promotion—planned by 
the famed Gruen Profit Council Serv- 
ice—will help you move more Gruen 
watches more easily, quickly, and 
profitably. 


Get this eye catching display FREE! 
Special profit promoter. Here’s a nat- 
ural tie-in that’s a cinch to put more 
sales in your Christmas stocking: 
with each Gruen Calypso you can 
offer a calypso record album or a 
portable phonograph (it’s 3-speed 
and nationally famous). 

A merchandising aid, tested and 
proved profitable by the Gruen Profit 
Council Service, and sure to draw 
store traffic. 

Complete information from your 
Gruen representative. 


aa’ > AND A NEW, sales-building package, too! Gruen 
arrangement with you lets you promote, : aarti : woes all the way to make Calypso a big gift 
merchandise, build store traffic in many ee P season item! This attractive new package makes 
° ° ° ; > , 1 
ways without sacrificing profit! gift sale appeal even greater! 


Calypso is your big potential money- |e i \ i 
maker for Christmas 1957. Call A \ ii 
your Gruen representative right now ys 


for your FREE DISPLAY and the ‘— ) THE NEWEST 
complete story on the special LOOK IN TIME 


Calypso profit package! The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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Chose who reach the top in business are usually those who, even while mastering 
their own responsibilities, are intensely curious about the other fellow’s. Take the 
case of Robert Wood, which may very well be his right name. Every month, he’d 
sit down with a panel of his industry’s experts and absorb every word. Then he’d 
look up his industry’s ace reporters to get all the current news. Finally, he’d 

study competition to see what it was making and selling, and how. Robert Wood 
could well afbord all this, for his primary investment was his time. The business 
papers of his industry did the rest. They were his panel of experts, his ace 


reporters. Their advertising pages showed what competition was up to, and how 


~ Chilton 


COMPANY 


I) 


Tit 


il 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


tl 
vail 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age « Spectator « Hardware World 


urs 


. 


Jewelers’ Circular-Keystone e« Automotive Industries « Gas ¢ Distribution Age e Optical Journal « Butane-Propane News 
Motor Age « Boot and Shoe Recorder « Commercial Car Journal - 


r 
Ih 


Tele-Tech & Electronic Industries ¢ Book Division 


we 
Go 
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MARIBELLE rod VIRTUBELLE He SMARTSET 
Mounted, (Center .35 ct.) $212 ‘. «=... Mounted, (Center .40 ct.) $232 cS Mounted, (Center .40 ct.) $218 
Semi-mounted, $52 Wedding Ring, $76 = ‘Semimounted $50 Wedding hare? $74 a s Semi-mounted, $80 Wedding Ring, $86 


ADORABELLE a & yp? eae QUEENBELLE 
Mounted, (Center .33 ct.) $216 . | j Pe Mounted, (Center .60 ct.) $459 
Semi-mounted, $70 Wedding Ring, $90 er _. Semi-mounted, $84 Wedding Ring, $90 — 


hoose... 


oe CHARMBELLE _ 
_ Mounted, (Center 60 ct.) $ 
es n = 4 sg eg: : 


order... 


_— om To PARABELLE 
eee , ie ; ae, _ Mounted, ironies -33 ct.) $260 


sell Palladium a. ... mounted 


Palladium reflects the true color of diamonds — A national advertising campaign scheduled 
faithfully ...enhances their sparkle...inspires throughout the year in leading magazines for 
customers to recommend it to friends. Feature |©men and women, reminds millions of customers 
palladium rings in your store—semi-mounted — that palladium is the “newest of the white 
or fully mounted. It is easy to set diamonds in — precious jewelry metals.’ Tie in with this 
palladium and it has the strength necessary to national advertising to increase your sales... 


hold gems securely. increase your profits. 


PALLADIUM...a precious metal of the platinum eroup 


Platinum Metals Division, THE INTERNATIONAL NICKEL COMPANY, INC. ¢ 67 Wall Street, New York 5, N. Y. 
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STARBELLE 
Mounted, (Center .60 ct.) $465 


Semi-mounted, $80 Wedding Ring, $1 


TWINTAIRE 
Mounted, (2 Centers .82 ct.) $605 
Semi-mounted, 1%. dh 


COLUMBIA 
Mounted, (Center .15 ct.) $176 
Semi-mounted, $120 


PRINCESS CLUSTER 
Complete, $280 


semi-mounted from John 


John Giovannetti promises to 
deliver your palladium mountings 
within 1 week of receipt 


of your order. ADDRESS 
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CLASSIC LADY 
Mounted, (Center .60 ct.) $495 
Semi-mounted, $120 Wedding Ring, $160 


4 BEAUGAGE 
Complete, (Center .50 ct.) $350 


PERI-ORB 
Complete, $150 


CORONEL 


nao Mounted, (Ceriter .40 ct.) $322 


.. Semi-mounted, $124 


REGALBELLE 
Mounted, (Center .60 ct.) $535 
Semi-mounted, $160 Wedding Ring, $170 


TRINTAIRE 
Mounted, (3 Centers .75 ct.) $484 
Semi-mounted, $170 


PARAMONT 
Mounted, (Center .25 ct.) $236 
— Semi-mounted, $130 


ORNATION 
Mounted, (Center .40 ct.) $272 
Semi-mounted, ee 


John Giovannetti Manufacturing Jewelers 


NAME 


115 West 45th Street, New York 36, N. Y. 


Please send me, FREE, your “Beauty in White Album” and price lists 
of semi-mounted and fully mounted rings in palladium and platinum. 





STORE 








CITY 


STATE 

















to clve it a3-YEAR 
unconditional euarantee! 


Just look at the amazing insides of this watch and you'll see why we'll 
stand behind it through 36 months of rugged wear...with this remark- 
able guarantee: 


If, within 3 years, the Antarctic fails to per- return it to you within the same week we receive 
form through any mechanical defect (outside _ it. Watches reaching us Friday afternoon, how- 
of abuse) we will repair it free of charge and __ ever, will be returned the following week. 


Here are the toughest parts we could find to put inside the Antarctic— 
10 reasons why we can make this astonishing offer: 


1. Tension ring around crystal prevents it from . Hairspring is of new metal Nivarox— 
shrinking, keeps it watertight. unaffected by electricity or weather. 


Self-expanding washer in crown automati- . Neotal mainspring is rustproof, unbreak- 
cally allows for crown’s wear. able, and retains its strength throughout life 


; of watch. 
Case is slim yet strong; back is deep- 
threaded for firmer seal. . Incabloc shock-resistance process. 


Bold raised indicators on dial cannot tar- ). 17 rubies are rounded a 
.. ; . - -. CROTON “* 
nish. wherever necessary for ex NNADAMEREN Ng 
—_ : ; ; ceptional oil containment. ee . 

Movement is 360° free-swing self-wind 


unit; replaced by removing only three screws. 
sites Your customer fills out this 


Balance wheel and escapement are made guarantee form with you. The 
of Glucydor, a new metal that is rustproof: guarantee is in force when form 
unaffected by heat or cold. is received by Croton! 


the Antarctic ana Antarctica by 


CROTON® NIVADA GRENCHEN 


THE ANTARCTIC (MEN'S) $69.50 THE ANTARCTICA (WOMEN’S) $69.50 Order your Antarctic watches now by coupon below. $69.50 


CROTON WATCH CO... INC. 

404 Fourth Avenue, New York 16, N. Y. 

Please send me the following Croton Antarctic watches, uncondi- 
tionally guaranteed for three years: 


men’s watches _women’s watches 
(The Antarctic) (The Antarctica) 








Name 
PLEASE PRINT 








Store Name 


Address 








City Zone___ 








Please send me, free with every order: 
C) Mat CJ 4-color counter card LJ 25 inch window card 





EWELRY 
GUUNTERS 
EVERY WHERE... 


the “Seventeen Jewel” buying movement! 





‘ 


Look into any 14-karat case of sale-at-first-sight: you'll find the world-famous “sevENTEEN Jewel” — America’s 
highly acquisitive Young Woman Under Twenty—who thinks in terms of Jewelry, acts in terms of her one 
favorite magazine, SEVENTEEN! 

Carefully appraise the “works”: you'll see that you’ve got 8,500,000 such “young women under twenty” —all 
© immediate sales prospects (spending more than $4,000,000,000 of their own money every year) 
@ important sales ‘‘prompters’ (the year-’round Headliners on everybody’s giftlist : the Graduates, the Hopechest- 
Fillers, the Brides) .. . 
@ essential future security (not only customers today, but customers establishing the shopping patterns they’ll 
continue in tomorrow) 

—and the “balance wheel” in the spending mechanism of this whole huge market is sEVENTEEN — 
@ the one magazine read within 3 issues by 75% of the total “young woman under twenty” population . . . 
e@ the one magazine from which more girls “actually buy’ more merchandise . . . 
—the one sure way to keep an entire generation “up-to-the-minute” in its owning, guarantee its “constant 


running” out to buy! 
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The Saturday Evening 


OST 
NOV. 23, 1957 


AS SEEN IN 


Take advantage of this full color, full page ad 

in the Saturday Evening Post. 

Taylor weather instruments make excellent gifts, 
both as impulse items to round out the family 
gift budget, and as unusual gifts for people who 
are hard to buy for. Send today for your mounted 
easel-back counter cards (reproduction of the 
Post ad) and make sure you’re stocked up for the 
Christmas season with a full line of these high- 
profit, small space gift items. Taylor Instrument 
Companies, Rochester, N. Y., and Toronto, 
Canada. 





eS . i ‘ 7 fad ~~ if yt } t 2 ’ 3 


. 
a7} 


Modern Bookend Barometer 

combines interest with household usefulness. Famous 
STORMOGUIDE dial gives detailed forecast. Broad 
brass strip uncoils to hold up to 12” of books. 

* 2516, $17.95. 


Ashton HUMIDIGUIDE* Combination 
tells both temperature and humid- 
ity. Fine impulse item, especially 
in cold or humid weather. Ivory- 
finished case, brass bezel and 
easel. *5546, $2.75. 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1957 








indoor-Outdoor Thermometer 

is big cold-weather seller. Tells 
both temperatures from indoors. 
No trouble with frosty window 
panes. Available in Green ( * 5329) 
or Gray (* 5330) plastic case. 
$6.95. 


“Ambassador” STORMOGUIDE* 
Combination 

forecasts weather, tells tempera- 
ture and humidity. Excellent 
business gift for home or office. 
Beautiful hand-rubbed case of 
solid mahogany. * 2574, $15.95. 


Traditional Pendant 
STORMOGUIDE Barometer 

looks like twice its modest price. 
Easy-reading STORMOGUIDE 
forecast dial and thermometer. 
Beautiful mahogany case with 
brass trim. *2494, $19.50. 





New G-E Telechron models. 





Wood, metal, decorator and feature clocks 


NEW! PROVINCIAL—French Provincial de- 
sign for authentic beauty. Rich fruitwood case 
with distinctive etched dial. Alarm, $29.95 


NEW! UNIVERSE — Zodiac 
figures on convex dial make this 
solid brass beauty a decorator’s 
delight, $19.95 


NEW! GIFTWOOD— African 
mahogany beauty with hand- 
some brass bezel. Black nu- 
merals and hands for quiet 
elegance. Alarm, $14.95 





NEW! SHINING HOURS — Distinctive sun- 
burst motif. Gold color dial blending into spar- 
kling-clear, ebony or gold lucite rays at $29.95 


Magazine advertising —'arge space in full 

Box Score of color in the following publications—Life, Look, 
The Saturday Evening Post, Better Homes & 

we - Gardens, Better Homes & Gardens Xmas Idea 

Ch ristmas profit Annual, House Beautiful, House and Garden, 
Esquire, Holiday (our share of the Housewares 

and Radio Receiver Division’s new joint adver- 


plans for you tising program). Plus other ads in Living for 


Young Homemakers and House Beautiful. 
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Styled and priced to move 


... greatest promotion back-stop ever! 


NEW! TRIXIE—Bright-colored puppy clock 
in non-breakable case helps keep youngsters 
on time. Trixie juggles bouncing ball, $6.98 








NEW! ROYAL SNOOZ-ALARM*— New kind of 

alarm—wakes you, lets you snooze, wakes you 

again. Modern case in smart beige, luminous, $9.98 NEW! LITE-TIME—II!uminated kitchen or 
bathroom clock. Bulb-lighted dial is night light. 
Stands or hangs. White, red or turquoise, $9.98 


NEW! WAKEWOOD—Contemporary wood 
NEW! TEMPO—Smart, fully-luminous alarm case alarm in dark African mahogany, $8.98. 
in tvory-color case. High style, low price, an Aiso available with luminous dial in blonde, 
appreciated gift item at $5.98 light or dark mahogany colors at $9.98 


GENERAL €@ ELECTRIC 


NEW! DINETTE—It's new in wall clocks, a 
| > Saucer-shaped dial on smart wall-fit case in red, 
 pfechon yellow, turquoise, or pink and charcoal, $7.98 


F All prices are manufacturer's recommended retail or Fair Trade prices—plus applicable taxes. 
Fas Clock and Timer Dept., General Electric Company, Ashland, Mass. *Snooz-Alarm is a trademark of the General Electric Company 


Cora” 





Sunday Supplements —287 newspapers coast to And -—7 all-new window and point-of-sale displays. 
coast add local impact! Full-color page in the top 77 

markets. Plus large space in full-color double spread And — Ownership plans on 3 new feature clocks. 
in over 200 newspapers (our share of the Housewares 

and Radio Receiver Division’s new joint advertising And —Ad books with complete mats, radio and TV 
program ). commercials and ideas. 


Television —one-minute, hard-seli commercials on See your distributor quick for the whole new exciting 
the Cheyenne Show, ABC’s popular adult western. story! Ask about the basic retail stock computer. 
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Maybe it's time to 
change the formula... 


Scientists are notoriously fickle people . .. profession- 
ally. Once a formula no longer works, they waste no 
time discarding it. 

Unfortunately, retailers often don’t display the same 
cool objectivity. Frequently, they will stay with a for- 
mula that paid off years ago... but which is ineffective 
today. 

With the jewelry business caught in its present fer- 
ment of price-cutting and promiscuous distribution, it 
is time to recall that the retailer’s goal is net profit — 
nothing more and nothing less. And today, the best 
road to net profit is not through volume selling of 
price-footballed merchandise... but through merchan- 
dise that delivers a respectable net profit on every sale. 

Omega’s franchised dealers know that their profit 
is fully protected by Omega’s vigilant price-protection 
and selective distribution policies. And they know that 
every Omega sale will be a high net profit sale because 
Omega watches attract quality customers willing to 


pay more for a better watch. 


THE WATCH THE WORLD HAS LEARNED TO TRUST 


IN SH . “BSS : 
; aes Sey 
S : at ‘ Nab > ks s) . 


Omega has prepared 
a new booklet en- 
titled ‘“‘Documented 
Facts ‘to Help You 
Decide Who Makes 
The Most Accurate 
Watch.” Write for 


your free copy. 








Official Watch 
of the Olympic Games 


NORMAN M. MORRIS CORPORATION + 655 MADISON AVENUE, NEW YORK 21, N. Y. 
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DIAMOND RINGS 


F PATENTED - Jeatute fork DIAMOND RINGS AND 


TruUR Lo 7>— MON GEM 


have the patented 


Gem-on-Gem Feature-glo setting 


Actual Photograph itiliinllnanaanon 
SAME SIZE *) - ~ e. 
DIAMOND ihe. ‘S*, 7 

IN BOTH RINGS v Whee | 


» 


ia fe iil | Ce 
2 Ta u cy 
laeSs«Orrdinary 
y. Setting: «Om 


...and only Cfatare DIAMOND RINGS 


give you these plus sales features... 


The finest styled, finest crafted mountings in the industry. 

The patented FEATURE LOCK that holds rings together in perfect 
position, always, with absolute clearance under diamonds for 
maximum brilliance. 


The exclusive FEATURE “PERMA-FINISH” that keeps rings 
brightly new. 

Pre-merchandised styles that create maximum saleability and profits. 
National advertising and powerful in-store promotions that pre-sell 
your customers and build your diamond business. 


Contact your authorized FEATURE RING wholesaler or write Feature Ring Company, Inc., 130 West 46th St., New York 36, N.Y. 


FEATURE LOCK FEATURE-GLO AND GEM-ON-GEM ARE REGISTERED TRADE MARKS OF FEATURE RING COMPANY. INC FEATYVRE LOCK US. PAT #2507348 AND OTHERS GEM ON-GEM PAT #2774231 








\ — 
\VE W STOCK JEWELRY | 
BOXES WAITING FOR | 
YOUR ORDER 


a — 


Our new stock jewelry box catalog Is 


available to manufacturers and material 
suppliers, and is designed to give you a 
complete picture of our seven handsome 
new stock lines. Write for your copy 
today on your letterhead. 





-.- A WIDE RANGE OF 
STYLES AND SIZES FOR 

JEWELRY AND OTHER 

SMALL ARTICLES 


Pictured below are just a few of our new stock boxes 

as shown in the catalog. REMEMBER: These boxes are in 
STOCK ready to be shipped. 

aud . .- in addition to these complete stock 

lines may we remind you of our extensive facilities 

for the designing and development of your own 

exclusive and distinctive box. We will 

=. welcome the opportunity of 

AA, considering your requirements. 


THE On BOX CQ. 523 MT. HOPE ST., ATTLEBORO FALLS, MASS. 


RETAILERS: WE WILL BE GLAD TO SEND YOU THE NAME OF YOUR NEAREST MATERIAL SUPPLIER 
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HERE’S THE TRADE-MARK 


MESH 
WHITI NG & DAVI 


TR 
ADE D 
“MARK REG. U.S. A™ 


THAT HOLDS THE TRADE 


l" not enough merely to attract business. The thing is to 
hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- 


~ 


> | 
hiting 


tion of repeat buying. Products bearing the hon- , 4 
¥ 


orable Whiting & Davis trade-mark have been in- 


spiring this confidence for eighty years now. And THEN) QvVis 
\\ it | Ae rae 


the best stores in the land feature it with profit. 


ae WHITIVCSORVIS 
Wuitinc & Davis, Inc. * Plainville, Mass. bel) 


& DAVIS 


HAND IN HAND WITH FASHION—SINCE 1876 ° 
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How Loncines-_WITTNAUER 
Heteps You Trapt Up 


InstEAD Or Down 


The kind of watch a customer buys and the price he pays is largely up to the man 
behind the counter. All too frequently, a customer mentally prepared to buy a 
watch in the hundred dollar bracket, as an example, is traded down to a lower 
priced watch in the store. @ Currently, the demand for finer quality is at an all- 
time high. Jewelers who have sensed how the continuing and really tremendous 
Longines-Wittnauer advertising is fanning the flame of quality-demand are 
reaping their rewards. Never before have watches of finest quality been backed 
by advertising of such prestige and volume. © Upgrade your selling! Trade up! 
Everyone wins. The customer gets a better product, better real value—an 
article that he can doast about. You raise your unit sale per customer—increas- 
ing dollars of profit with increased dollars of sales. Your reputation grows with 
your profits. Swim with the tide! Upgrade your fine watch business on the pow- 
erful momentum of the increasing demand for Longines-Wittnauer watches. 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW YORK ° MONTREAL ° GEN EFA 
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i rHERE A CHERUB? 


We take pleasure 
in answering at once 
and thus prominent- 
ly the communication 
below, expressing at 

the same time our great gratification 
that its faithful author is numbered 
among the friends of JC-K: 


“Dear Editor: 

“Some of my competitors in other 
industries there is no Cherub. 
They say he’s only a cheap advertis- 
ing gimmick, a device calculated to 
mulct suckers of their dol- 
lars. My wife says, ‘If you see it in 
JC-K, Please tell me_ the 
truth. is there a Cherub? 

“Virginius Retailer” 


say 


unwary 


its so. 


Virginius, your competitors are 
wrong. There is indeed a Cherub. He 
exists as certainly as love and gener- 
osity and devotion exist, and you 
know that they abound and give to 
your life its highest beauty and joy. 
~ Not believe in the Cherub! You 
might as well not believe in diamonds 
and silver and gold! You might get 
your salespeople to watch all the 
streets at Christmas time to catch him, 


>IRCULAR-KEYSTONE 


NOVEMBER 1957 


SPEAKING 


but even if they did not see him, what 
would that prove? 

Nobody the Cherub 
prints and pictures ef him. But that 
The 


world are 


sees only 
is no sign there is no Cherub. 
the 
those that neither jewelers nor com- 


most real things in 
petitors can see. 
There are lots of people who ftor- 
eet all about the spiritual significance 
of Christmas, who think of it only as 
jamboree to be 


its worth. 


a vast commercial 
bled for all 

And there are lots of other people 
who turn up their righteous noses at 
this interpretation who make a 
display of that cheapest of all philos- 
ophies, cynicism who say, “Oh 
yeah, look what this doctrine of love 
has brought us to!” 

There’s not much to choose between 
On 


they turn out to be very much alike. 


these two attitudes. examination, 
And both, we believe. are dead w rong, 

The fact is, Christmas is the time of 
all the year when love and kindness 
and generosity most abundantly pre- 
And it’s also the time when mer- 
chandise is sold 
plentifully. And both these things are 
Actually they are both 
The merchandise is bought to 


vail, 
bought and most 
food, one 


thing. 


OF THE JEWELRY TRADE 


express the love. And that’s a beauti- 
ful gesture, with nothing sordid in it. 

Moreover, when the merchandise it- 
self is beautiful, the love is most fit- 
tingly the 
reaches its highest level of fulfillment. 

Now, the jeweler’s merchandise is 


expressed and gesture 


the most beautiful of all and therefore 
the most appropriate for Christmas 
eiving—and Christmas selling. The 
business we retailers do between now 
and December 25 is adding to the love 
that's in the world. And the Cherub 
means that business and the Cherub 
means that love. 

No Cherub! Thank God he lives, 
and he lives forever. A thousand years 
from now, Virginius, he and all he 
stands for will make glad the hearts 
of jewelers and their customers. 


(With apologies to Francis Pharcel.- 
lus Church, the editor of the Sun, who 
many years ago answered the ques- 
tion of Virginia O'Hanlon: “Is there 


a Santa Claus?’ ) 


arenes gentle and otherwise: 
Alarm clocks used to go off with 
such a clatter it’s a wonder they didn’t 
blast the roof off the house as well as 


you out of bed. Some of them still 


53 














Selected and Serviced hy Leading Wholesalers 


WATCH YOUR 
CHRISTMAS 


SALES SOAR 

WITH LaMode 
JEWELRY * NOW 
NATIONALLY AD- 
VERTISED IN “LIFE” 


RIPLEY & GOWEN CO., INC., ATTLEBORO, MASS. 








Tae) etme tale mm att -s-t-) | 
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Genuine onyx initial ring with 
interchangeable initial. 
No. R328/1 
$30.00 each Keystone 


Eastern Star with synthetic stone 
points. 


No. R822 
$18.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 
Emblems since 1861 

through your Wholesaler 


NOVEMBER 
BAND OF 
THE MONTH 


Vandal T M47 


NEW!IA slim la 


Made of |/20-!0K 
white Gold. 


We will be seeing you at the United Jew- 
elry Show, October 26th-November 3rd, 
Sheraton-Biltmore Hotel, Rooms 516-518. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 











*The Rosary of 


AS 


~~ the Month” 


ah 


Catamore .. . Distinctively 
designed with the finest 
pearl beads. Hand en- 
graved by the best in our 
field. Rosaries come Gift 
Boxed. Order thru your 
wholesaler Now! 


R31/87 Pearl, hand en- 
graved cross and center, 
pegged drooping head 
corpus. Retails $12.00. 


COTTON FILLED 


COTTON FILLED UTILITY BOXES 
ARE AVAILABLE FROM STOCK 
FOR IMMEDIATE SHIPMENT IN (i 
12 POPULAR SIZES. ‘ 


Boxes are finished with buf Dam- 


ask paper and have an insert of 


Write for full in- 
formation an 
prices on Mason 
Cotton Filled 
boxes. 


TH OWL Box co. 


523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


best quality white jewelers’ cotton. 








Remembrance 
Bracelets 


ina wide variety 
of chain designs 


Available in 
Sterling Silver * 1/20-12 K.G.F. 
110) @ielto mmr | 4 





~ ? 
AY SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 
NEW YORK + CHICAGO + LOS ANGELES 


























do. One came to our notice recently 
that had not one bell, but two! 

The tendency today, however, is in 
the contrary direction. Most alarms 
now wake you up gently—so-o-oth- 
ingly. Many companies are making 
this kind, and a suggested variant 
appears in this month's cartoon. 

Of for sleeping 
soundly or lightly differ with different 
When the late John Barry- 
more was asked if he slept tight, he 
answered: “Very 


AA om WORDS, WORDS!” 
bledygook achieved a 
Strom 


talkathon. It 
$5,000 of taxpayers’ money 


course, reasons 


people. 
often!” 


Gob- 
recent 
Thurmond’s 


high in Senator 


24-hour cost nearly 
just to 
print it in The Congressional Record. 

To say as little as possible in as 
many words as possible is an accom- 
plishment few admire. 

Your JC-K editors know you read- 
ers are busy people and that your 
time is valuable. Therefore they try 


brisk. 


can 


to write in a clear. forceful 
that 


quickly. 


stvle you read easily and 


You may not be aware of any con- 
scious literary effort in JC-K. In fact. 








Just as 
passers-by can best observe the mer- 


we hope you re not. your 
chandise in your windows if they are 
unaware of the intervening glass, so 
you will get our message best if you re 
not distracted by our words. 

When Aeschines addressed his fol- 
low Athenians, they said, “How well 
When 
dressed them. they 
fight Philip!” 


Demosthenes ad- 
**Let’s 


he speaks!” 
said. 


oO 
om OS 
4 


ECOND-GENERATION CUSTOMERS: M. 

Weitzner, jeweler of Babylon, N. 
Y., sold wedding rings to two couples 
more than 20 years ago and has been 
their friend ever since. 

In August of this year their chil- 
dren, a son and a daughter, came into 
his store and with stars in their eyes 
wedding rings. The 
voung people are Elizabeth Anne 
McGlone of Babylon and Kenneth C. 
Wilcox of West Islip. 

Asked about the third generation, 
Mr. Weitzner smiled. “That’s too far 
for me to look ahead,” he said. 


bought their 


B' T NATURALLY! Rose Kramer, of 
: Washington, D. C., recently wrote 


on a postal card: “Would you please 


“ELECTRIC CLOCKS: 




















"This combination set wakes you up by tenderly 
dropping a hot-buttered waffle in your mouth." 


JEWELERS 
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send me the name and address of the 
jewelers who duplicate individual ear- 
rings when one is lost?” She ad- 
dressed the card to Information Bu- 
reau, New York, N. Y. 


It so happens that there is no “In- 


formation Bureau” in New York. 
Were the postal authorities 

plexed? Not at all. They forwarded 

the IC-K Miss Rose 


promptly had her answer. 


— PAWS 
= everyone 
days with a hobby, and the hobby of 
Philip Ward, jeweler of Silver Creek, 
N. Y.. is Weimaraners. 


He has two of them. mother and 


per- 


card to and 


Most 


these 


THAT REFRESH: 


recreates himself 


pup, named respectively Precious Gem 
and Danny Boy. Both are show dogs. 

Weimaraners were originally found 
in Germany, usually belonging to the 
old-time German nobility. They have 
light amber eyes and short, satiny 
eray hair that has earned for them 
the name of “Gray Ghosts.” 

The gentle amber eyes looked more 
quizzical than ever when Mr. Ward 
three horses to his 


recently added 


menagerie. 


ao 4 TICK: Remember when the 
phrase “a mile a minute” meant 
terrific speed ? 

Just place your watch against your 
ear and tell yourself that for every 
tick you hear (if it’s “standard beat 
train’) Sputnik has traveled one mile. 

The curious that the 
Russian satellite is piercing through 
the sky at the same number of miles 
per hour as the number of beats most 


coincidence 


watches make per hour (18,000) was 
noticed by Jeweler Arthur Klugsberg 
of Fostoria, Ohio. 

“From Fostoria to Toledo,” 
Mr. Klugsberg, “would be little more 
than 40 ticks (eight seconds) of your 
watch. If we were driving, we prob- 


says 


ably wouldn’t even have our foot in 
the car door yet!” 

(This is being sent to the printer on 
October 17. If, when our November 
issue reaches you, Sputnik is no 
longer up there, just put a few of the 
above tenses in the past.) 





WHY DON'T YOU SELL 


This is the second in a series of articles analyzing recent surveys of watch buying in 
America, conducted by Foote, Cone & Belding, New York advertising agency, on behalf 
of its client, The Watchmakers of Switzerland.—Editor 


® THE STARTLING TRUTH is that Jewelers could sell twice as many watches 
today as they are actually selling .. . if people didn’t change their minds. 

As we saw last month, six out of every seven adults say that if they 
were going to buy a watch they would be most likely to buy it at a jewelry 
store. But when they do buy a watch, only three out of every seven buy 
it at a jewelry store. Thus the jeweler’s watch sales are only half as large 
as they might be—because half of the people who were inclined to buy 
from him change their minds and buy somewhere else instead. 

Can jewelers single out any special reason for this loss of watch sales? 
You bet they can! Eighty-eight out of a hundred point their accusing 
fingers at the discount house. 

T 4 - Jewelers whose watch sales dropped last year say that the biggest cause 
was discount-house competition. And when jewelers are asked: “What 
do you consider the biggest threat to your watch business?” more than 

D j &S cs O U Ni T half answer: The sale of watches by discount houses. 

Jewelers in the big cities are more worried than those in smaller towns, 
and jewelers in the East and Midwest are more concerned than those in 

ame | O U S E other parts of the country. But the discount houses are spreading out 
from the metropolitan centers and across the land. Most of their growth 
has come during the last five years. By 1960, one expert says, several 
discount chains “will be hitting an annual turnover of $250 million.” 

So this new form of low-margin mass retailing is a problem for you to 
face, even if your chief watch-selling worries are the old standard ones: 
department stores, cut-rate jewelers or mail order houses. If you have 
escaped severe competition from discount houses so far, take warning. 
Perhaps, profiting from other jewelers’ experience, you can take steps 
to discourage a discount house from selling watches on Main Street. 


WHAT DOES THE PUBLIC think about discount houses? Generally, 
throughout the nation, only 4 per cent of the people say they would buy 
their next watch at a discount house. Six per cent say they would in the 
New England and Great Lakes states, and 8 per cent say they would in 
New York and Pennsylvania. In those parts of the country, more people 
are now prepared to buy a watch at a discount house than at a department 
store, a drug store or any other kind of watch selling competitor. 

Well, what happens when they get around to buying a watch, instead 
of just thinking about it? Three times as many people buy at a discount 
house as thought they would. Result: Discount houses are selling about 
one-third as many watches as jewelers do. They have shoved the depart- 
ment store aside as the jeweler’s No. One watch-selling competitor. They 
sell more watches than department stores sell—and far higher priced ones. 


YOU’D PROBABLY RECOGNIZE some of your best customers if you hung 
around the door of the nearest discount house. Nearly as many women 
as men buy watches there, but the typical watch buyer at a discount house 
would fit this description: He owns or manages a business, or is a profes- 
sional man. He is 35 to 44 years old. He earns over $7,000 a year. 
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ViORE WATCHES ? 


Cash on the line is the rule at almost every discount house today. That 
requirement stops many lower-income people from buying watches there. 
True, some discount houses are beginning to advertise installment terms, 
but this is a recent development which will increase their overhead and 
narrow the gap between “discount” price and list. 

Why do people buy watches at discount houses? Price, and price alone. 
This is a price-conscious age. People are aware of dealers’ margins, and 
often think they are bigger than they are. 

So how does our discount customer react? First of all, he has been 
thoroughly pre-sold on some make and model, through national advertis- 
ing in consumer magazines, radio and television. Next he uses your store 
as a show-case. (He “meant” to buy at your store, remember.) Maybe 
he asks what trade-in allowance or discount you'll offer. At least he has 
a chance to examine the very model he saw advertised. Then, doubly certain 
of the model he wants, he drops around to the discount house—and buys it. 


The following table shows where people, living in communities of 
various sizes, bought watches during the last two years: 


Where they bought watches 


DISCOUNT JEWELRY 
HOUSE STORE 


metropolitan areas of 2,000,000 and over—cities 19.5% 35.2% 
metropolitan areas of 2,000,000 and over—suburbs_ 15.7 37.2 
metropolitan areas of 500,000-2,000,000 — cities 13.8 39.7 
metropolitan areas of 500,000-2,000,000—suburbs 18.9 40.0 
metropolitan areas of 150,000-500,000 — cities 16.0 42.5 
metropolitan areas of 150,000-500,000— suburbs 9.4 41.6 
cities of 50,000-150,000 8.5 55.3 
cities. of 2,500-50,000 9.8 48.4 
rural 9.0 44.0 


Size of city where recent watch-buyers live 
































WHAT SHOULD JEWELERS DO to stop further loss of watch sales to that 
store with the magic name—the discount house? Are retail margins too 
wide? Would it be a good idea for retailers to ask manufacturers and 
importers of nationally advertised watches to reduce list prices? Would 
the “discount” price look so attractive if the “regular” price were less? 
Could jewelers sell watches at a new low price in the manufacturer’s 
carton, and then charge extra for credit, extra for engraving, extra for a 
year’s guarantee and extra for fancy packaging, if the customer wanted 
one or more of those services? 

Would it be wise for prestige jewelers to obtain an exclusive local fran- 
chise for one or more lines of fine watches which no other store in town can 
carry? Could jewelers sell those watches, without national consumer 
advertising, but with the comfort of traditional margins? 


Many jewelers are asking themselves questions like these today ... as 
the industry gropes for the answers it needs ... in this period of chang- 
ing times for the merchants of time. 
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DISCOUNT CUT-RATE DEPARTMENT FALSE UNETHICAL HIGH-STYLE 


HOUSE JEWELER STORE PRETICKETING WATCH 


PIN-LEVER 


REPAIRER 


of jewelers say discount 


houses are ‘biggest threat’ 


Interviewers asked 800 retail jewelers, ““What do you consider the big- 
gest threat to your watch-selling business?” This chart shows their 
replies, with discount houses standing out like a sore thumb. Fifty-three 
per cent call discount houses their biggest threat. Only a fourth as many 
jewelers say that their chief worry today comes from cut-rate jewelers. 
In the big cities, 63.9 per cent call discount houses their major concern. 
But even in non-metropolitan areas, 40.3 per cent of the jewelers put 


discount houses at the top of their worry list. 


™ IR UILAR-KEYSTC 
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it's the high income families that buy 


watches from the discount house 


This chart shows the family income of people who bought watches last 
vear from discount houses and from retail jewelers. Each symbol rep- 
resents purchase of 100,000 watches—1,733,000 sold by discount houses 
and 5,539,000 sold by retail jewelers. The big thing that stands out here 
is the relative prosperity of the discount-house watch buyer. The cash- 
payment requirement at the discount house discourages most lower-in- 
come families from buying there. The latter find it easier to buy watches 
from the jeweler on instalment credit terms. Discount houses sell 43 
per cent as many watches as jewelers do to people earning more than 
$7000 a year, but only 18 per cent as many as jewelers to people earning 
less than $5000. 





SALE OF WATCHES BY DISCOUNT HOUSES AND JEWELRY 


STORES ACCORDING TO PURCHASERS’ FAMILY INCOME 
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EACH SYMBOL REPRESENTS SALE 


OF 100,000 WATCHES PER YEAR 
JEWELRY STORE 





Discount houses sell /@ as many 
watches as jewelers do; business- 


men are their best customers 


SALE OF WATCHES BY DISCOUNT HOUSES AND JEWELRY 


STORES ACCORDING TO PURCHASERS’ OCCUPATION 
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SERVICE 


CLERICAL, SALES 


FARM OWNERS 


LABORERS 


EACH SYMBOL REPRESENTS SALE 


OF 100,000 WATCHES PER YEAR 


es 





This chart compares the occupations of people who buy watches at dis- 
count houses with the occupations of people who buy watches at retail 
jewelry stores. Each symbol indicates the sale of 100,000 watches dur- 
ing a year’s time to the various occupational groups. Note that discount 
houses sell more watches to professional men and owners and proprietors 
of businesses than they do to any other group. Jewelers, on the other 
hand, sell more watches to skilled and semi-skilled laborers than they do 
to people in any other employment. Put another way, discount houses 
sell 37 per cent as many watches as jewelers do to professional men and 
business owners and managers; 28 per cent as many to skilled and semi- 
skilled labor; 61 per cent as many to clerical and sales people; 18 per 
cent as many to farm owners; 35 per cent as many to laborers; 12 per 
cent as many to students and retired people; and 15 per cent as many 


to service people. 


Watch selling by discount houses worries jewelers from coast to coast 


... but the problem is worse in some spots than in others. Turn the page 


to see how discount house com pe tition varies from region to region. 





Now heaviest in the East, discount 


house competition is spreading 


This map is worth careful study by jewelers every- 
where. Area by area, it tells what per cent of total 
unit watch sales is accomplished today by discount 
houses and by retail jewelers. If you are in business 
in Chicago or Detroit, it shows beyond doubt why dis- : / Me UNTAIN ae 


count houses are the “greatest threat” to your watch- 


~ 
| 


selling. In the Great Lakes area, jewelers have only \ 


4 


06.5 per cent of the watch business, and discount 


—. 
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houses have racked up a solid 19.9 per cent of the 








sales, within the short period of their rapid growth. 


In those states discount houses sell more than half 
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as many watches as jewelers do. If your store is in 
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or near one of the larger cities of New York or 





Pennsylvania, you are sharply aware of discount house 
competition. The situation is nearly as bad for jew- 
elers in New England and the South Atlantic. The 
biggest percentages of jewelry store watch purchases 
were made in the Pacific states and the Deep South. 
People bought fewer watches from discount houses 


in Mississippi, Alabama, Tennessee and Kentucky 











than in any other part of the country. But if many 


market experts are right, low margin mass-retailing 





is still in its infancy—and before long jewelers in all 
parts of the nation will have to figure out how to 


stop their customers from drifting to the discount 





house. Kither that, or be satisfied with repairing PER CENT OF WATCH SALES 
watches which the discount houses sell. Zee IN AREA BY JEWELRY STORES 
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PEK CENT OF WATCH SALES 


IN AREA BY DISCOUNT HOUSES 
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by Virginia Dixon 


® SHOPPING is not the only pre-Christmas activity 
that is frequently left for the last minute. Christ- 
mas displays are all too often installed just ahead 
of the shopping rush in spite of the best of inten- 
tions. For the benefit of those of you who find 
yourselves in this predicament, we offer an assort- 
ment of suggestions which call for a minimum 
of time and effort. You may also find these ideas 
handy for quick changes of your original Christ- 
mas displays. A complete window change for the 
last week or so of the shopping period can often 
give your sales an extra boost. 

Since it is too late to order display materials 
from suppliers, it is necessary to make use of 
materials at hand. Your local florist should be an 
excellent source for last-minute decorations. Ever- 
greens in whatever form—trees, wreaths, sprays 
or garlands—spell Christmas to everyone, and 
most florists now carry some quantities of color- 
ful and glittery sprayed and decorated material. 
The Toy Shop may offer items which will give a 
gifty air to your windows—miniature sleighs or 
wagons which can be heaped with gift packages 
or Santa Claus figures or snowmen. 

The accompanying sketches are not intended 
to indicate complete windows, but a variety of 
ideas which can be used separately or in com- 


bination. Zee 





og Christmas wreaths, either of natural materials or artifi- 





clal, are usually readily available in a variety of sizes and 
forms and can serve as excellent focal points for display 
groupings. Reading from left to right in this sketch four 
suggestions are indicated... A copy panel is framed 5y 
wreath No. 1 from which a fabric-covered panel extends to 
the window floor for displaying small jewelry or silver- 
ware items. One large wreath used in this way could dom- 
inate the window or several smaller ones could be used 
for different types of price ranges of merchandise. Wreath 
No. 2 hangs against the background in a purely decorative 
capacity, but serves to draw attention to the copy ribbon 
which is drawn through it. If you have several windows, 
this would be a good idea for repeating in each window 
with varying copy to suit the merchandise shown. Wreath 
No. 3 adds glamor to a simple elevation, showing a 
special item of merchandise, and wreath No. 4 is good for 
spotlighting merchandise groupings on the window floor. 
The merchandise in the center could be watches, jewelry, 
teaspoons or any other items which lend themselves to flat 
display. Don’t forget to dress up your wreaths with lus- 


clous ribbon hows in suitable colors. 
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Nothing else says “Gift” quite as plainly as a gayly 
wrapped box and these have the advantage of being quick 
and easy to whip together, inexpensive, and if thoughtfully 
done have loads of display value. This sketch suggests 
several ways in which gift packages can be used in your 
windows and showcases. Box and cover may be wrapped 
separately and shown with merchandise emerging from 
the tissue-paper-filled box, cover at one side. Gift boxes 
can be suspended from the window ceiling with narrow 
ribbons matching the ribbons on the boxes. Packages can 
be used simply as elevations or they can be built into a 
checkerboard background effect, alternating boxes and 
open spaces for merchandise. A transparent box contain- 
ing a piece of merchandise can be festively tied for an 
eye-catching spot. If your store has a distinctive gift 
wrapping you use for your customers, by all means fea- 
ture this wrapping. If not, the package can be done up In 
colors and decorations to carry out the rest of your win- 
dow theme. But in any case they should be real eye- 


catchers! 
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Christmas trees these days are as varied in colors and ma- 
terial as imagination could ask and can serve both as 
decorative and as display fixtures. Natural trees, both 
green and sprayed in white or colors can be “trimmed” 
with merchandise of many sorts. Small gift boxes can be 
hung from the tree branches. Merchandise can be wired 
directly to the tree or shown in open gift cases or pinned 
to fabric covered panels wired to the tree. Bare branches, 
painted and sprinkled with glitter, also serve as decora- 
tive display props. The sketch indicates one such little 
tree trimmed with tiny gift packages and another decked 
with costume jewelry. Bright colored felt can be easily 
cut to make display pads for jewelry and silver. Red and 
green felt are cut in holly leaf and berry patterns to 
make the unit indicated in the left hand corner of this 
sketch. Cutting the patterns with pinking shears gives 
them a nice finish, but it is not necessary with felt since 


it does not ravel. 


be 


Christmas tree ornaments are generally available and 
make gay trimming in almost any Christmas window. 
They can be suspended from the window ceiling with 
narrow ribbons. They can be used as trimming on gift 
wrapped packages. They can be used as trimming on post- 
ers and copy cards. They can be hung on evergreen sprays 
and garlands. Fill a glass bowl with shining ornaments 
and trim it with ribbons and a pine spray for a colorful 
spot in a window or on a table setting. The poster indi- 
cated in the sketch is cut in the shape of a Christmas 
tree with an ornament hung on the point of each branch. 
This shape might also be used for a plaque to be covered 
with fabric and used to display merchandise wired or 


pinned to it. 
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In this article Gladys Babson 
Hannaford, known to retailers and 
countless customers as “The 
Diamond Lady,” tells how to make 


° 


“something new” out of 
“something old.” A member of 
the staff of N. W. Ayer & Son, 
Mrs. Hannaford is a frequent 
contributor to JC-K. She is a 
well-known “guest star” on radio 
and TV programs and is a 
frequent lecturer at colleges 

and conventions—her subject 
being always the one she knows 
and loves so well: Diamonds. She 
shopped a lot of gold houses 
before choosing the pieces 


shown here 


Old diamonds 


never dle..... 


—though they do fade away in dingy, out- 
of-style mountings. Here’s how your cus- 
tomers’ old diamonds can help you sell new 


ones ... in lovely new designs 


@® DIAMONDS AT THE RETAIL LEVEL present a 
unique sales problem. Their hardness and dura- 
bility make them timeless things. “A diamond 
is forever,” and that quality contributes greatly 
to the diamond’s popularity. Paradoxically, it 
may also be a hindrance to a sale. The jeweler 
may find an obstacle in diamonds sold many years 
ago. In effect, he is competing against himself. 
His diamonds may be blocked by diamonds sold 
by his father or his grandfather, or at least sold 
in their times. 

Obsolescence is a very important factor in our 
present economy. Manufacturers of many items 
that are major consumer purchases do their ut- 
most to make their products at least partially 
obsolete in a year or two. Automotive engineers 
and designers go all out with new models every 
year to create dissatisfaction with the car that 
is scarcely “broken in.’”’?’ Some sales authorities 
‘all this desire for the newest and latest, the “de- 
Sire disease.” 

Obsolescence has not been a strong ally of the 
jeweler. Much of his merchandise is bought for 
a lifetime, and diamonds are bought for more 
than a lifetime. We would not have it otherwise! 

How then can the jeweler make obsolescence 
work for his diamond sales? The answer lies in 
the fact that, although diamonds are timeless 

(Please turn to page 70) 








Below. “Two Feathers.” 
Can take diamonds of equal 
or varying sizes. In addition 
to the diamonds shown in 
the drawing, small diamonds 
can be set along the ribs of 
hoth feathers. 


High-domed gold-wire ring 
with diamonds caught 
hetween gold-wire strands. 
Ve ry airy and modern. 


(By Gold Bros., Inc., New York) 


Above. “String bean.” 
Smart modern design that 
lends itself to the addition 
of prong-set small diamonds 
such as those in an old 
wedding band. Additional 


diamonds would he needed. 


High-domed rings are 


enjoying great popularity, 
particularly in gold. A few 
small diamonds of the same 


or varying sizes tmmediately 


make a ring wmportant. 
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‘lo Promote Your Diamonds 


Diamond Gift Advertising 


in Time, Newsweek. The New Yorker, Town & Country, National Geographie 
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{dditional advertising promoting the Engagement 
Diamond Tradition is working for you in Life. 
Look, The Saturday Evening Post, Reader's Digest 


tie-in — keep diamond sales coming your way. 
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New, FREE; Diamond Gift Folders 


“Order 1000— free! Or order several thousand, and get your 


first thousand free. Enclose 75¢ for each additional thousand. 





Take advantage of the big, year-round opportunities 
for diamond oift sales. Use these free folders... 
tie-in with the national advertising . . . to promote 


your diamond gifts. 


The folders feature diamond gifts for anniversaries, 
the birth of a child, birthdays and other family gift 
occasions. They give interesting facts about diamonds, 


invite customers into your store. 


They're sized for bill enclosure and counter 
distribution. Space is provided for you to imprint your 
name and address. Order 1000 free! Enclose 75¢ for 
each additional thousand. Order through Diamond 
Promotion Department, Reuben H. Donnelley Corp.., 
230 East Sandford Blvd., Mt. Vernon, N. Y. 


De Beers Consolidated Mines, Ltd. 
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OLD DIAMONDS (continued from page 66) 
in their beauty, the mountings do grow old and 
become obsolete in the world of fashion. 


WOMEN ACCEPT THE IDEA that fashion in all 
fields is subject to constant change. They know 
this happens in fine jewelry. It is the reason 
why they haven’t quite enjoyed wearing some ot 
the diamonds they got 20 years ago and why they 
never wear older pieces they inherited. What 
most of them don’t realize is that it is a relatively 
simple matter to have the jewelry redesigned and 
that the diamonds in a modern mounting will 
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in no way show their age. They will become 
“new” again. 

The new mounting helps the jeweler to sell 
new diamonds because every design he proposes 
will call for additional stones to complete it. That 
is the way you make old diamonds sell new ones. 

There is a substantial “‘plus” in the promo- 
tional value of the restyled piece. In the first 
place, every time you can get diamonds brought 
out of a bank vault to be worn, you are making 
more women want to wear other diamonds of 
their own. In the second place, and even more 
important to you personally, no matter who made 
or sold the original piece, when you have rede- 
signed it and modernized it, it becomes a piece 
by you. Every time it is admired, it is your name 
that labels it. Pieces that represent compara- 
tively modest purchases of new diamonds will 
carry your name in an important way because 
of the other stones you have remounted. 


THERE ARE PROBLEMS, of course, but they are 
interesting. Many can be anticipated and you can 
have the answers in advance. For example, some 
of the jewelry will be quite old and may even 
have rose-cut diamonds; but there is good and 
bad design in every period, and some antiques 
are not really wearable today. A lot may be of 
a later period but will contain old-mine-cut dia- 
monds. Neither kind lends itself to modern de- 
sign. Much will go back only about 30 or 40 
years, to the worst era of platinum filigree. Those 
diamonds are more likely to have modern cutting, 
but the challenge will come when you have to use 


Above. Flexible bracelet ; > , rr , , 
a variety of sizes and colors. These will require 


mith lta lan finish. , : ; ° : . 
ingenuity and imagination. Someone may ask 


you what can be done with the two- or three- 
pointers in an old wedding band. Each piece or 
lot of jewelry will present its own individual 


Diamonds Can he adde d 
starting with (é nite ‘” links, 


then in top and bottom rows. 


> ‘OOCH ont } La 
Broo containing ae problems, but every problem solved will help 
old-mine -CuUt diamonds ee 


you solve the next. 

The ideal thing is to have a designer on your 
staff, especially one who can sell. If you have not 
the time to devote to the work yourself, you may 
be able to find a young man or woman with de- 


set in a bed of hlise enamel 
in a bracelet of antique 
design. Diamonds can be 
added at ends and to 
replace gold beading. 
ee oe (Please turn to page 72) 
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Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


available separately. 


Some 


551 Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457 - 8 


; 
For prompt attention please address inquiries Dept. K-98 
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These photographs and diawinads 


show how old-fashioned 

aT wel) y can he mode } nize d and 
hrought to life by the additi 
oO; diamonds. Pe rHaMDpPsS thie 
custome) already has one 

that can he used as a starts -. 
Then other stones can he 
added at intervals to brooches. 
pins and earrings. 
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OLD DIAMONDS (continued from page 70) 

sign training who is also a salesman. Whoever 
does the work, the important thing is to keep 
the designs away from ideas that are hackneyed. 
If your store is to build a reputation in this field, 
your designs must have a fine modern flair. It 
does neither you nor your customer any good 
to take diamonds from an old piece of jewelry 


and put them in a new mounting as obsolete as 
the old one. Subscribe to art and design maga- 
zines and see that your designer spends time with 
them. It is a wonderful asset to any store to 
have a sketch made for a customer right in her 
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new 


beauty 


Or 


Ca&rs 


by Marianne Ostie? 


Bigger, three-dimensional ornaments 
will cover most of the ears—and 
give them grace and charm 


® WHAT IS THE POWER behind new trends in art 
and fashions? 
I have often wondered about it and have dis- 


covered that the problem has many sides; for the 
designer often encounters difficulties in dealing 
with the influential merchant, who most of the 
time is conservative and reluctant to accept any 

new ideas. 
Who are the people the creative artist has to 

deal with? 
They are the seniors of business houses whose 
(Please turn to page 76) 
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The 
diamonds 
you 
sell 
reflect 
your 
high 
standards ! 


my ANGE 1Gr@) DB 


_ Lhamonds 


With Exclusive Sales Features 
Increase Your Prestige... 
Increase Your Diamond Sales! 





Baumgold customers enjoy these plus advantages at no extra cost: 
CIRCLE OF LIGHT Diamonds with the completely polished, sparkling 
edge that makes them look larger, more brilliant 


JAGER BLUE DIAMONDS —the world’s finest, with the 
fiery Circle of Light edge 


HEART SHAPE DIAMONDS and other FANCY SHAPES 


When you buy from Baumgold, you buy directly from the world’s largest diamond 
manufacturer, thereby eliminating the profit of the diamond middleman. 
Because of our vast diamond stock, we can supply all your diamond needs and 
give you prompt delivery regardless of your location. Baumgold diamonds 
are available in all shapes, price ranges and sizes, to 60 carats and more. 


[J aumcoup BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 


New York Los Angeles °* Toronto °® Montreal © Vancouver ° London 
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NEW BEAUTY FOR EARS (from page TA) 

height of success lies years behind them, but 
whose influence, for financial or seniority reasons, 
is decisive. They often feel that new ideas in fash- 
ion are “too revolutionary and could not sell.” They 
often staunchly believe that “last year’s models 
are better than the new ones’’—that the styles of 
“five years ago were more becoming to women.” 
And they try to prove that those styles produced 
bigger sales. 

But every year new styles and new models ap- 
pear and supersede the models of last year, and 
new trends develop despite the objections of busi- 
ness ctvcoons. 

What is the driving force behind it? 

We find it in arts and crafts everywhere. It is 
responsible for new trends in painting and sculp- 
ture. It gave us expressionism and surrealism, the 
mobiles in sculpture and the glass-walled, light- 
filled rooms of modern architecture. It gives us 
new ways to dress and the right to wear jewels 
every day—tfrom tailored jewelry in the morning 
to dazzling gems at night. 


I VISIT PARIS every Summer in search of coming 
trends. But not every year am I fortunate enough 
to be able to predict any revolutionary new ideas 
in jewelry fashions. Often there are only insignifi- 
cant changes like the use of different shades of 
gold or new color combinations of precious stones. 
Some years the diamonds are given more promi- 
nence ; sometimes colored precious stones, like the 
emerald, may be the toast of the jewelry lover. 

out this year I dare predict a new way to wear 
an enormous change in the most impor- 
tant jewelry of today: the earclip. 

The old small earrings and earclips are gone, or 
will be gone in a short time. The long, narrow 
pendants have been banned because they are un- 
becoming, and the large ornament to cover the ear 
or the greater part of the ear will come into being. 

The ear, which in my opinion is the least attrac- 
tive part of a woman’s face, should and will be 
covered. The new ear ornament will make the ear 
look smaller, more graceful and charming. It will 
be a beautiful three-dimensional ornament which 
will tend to frame the face and show it to the best 
advantage. 

The hair styles of today demand emphasis on a 
large earclip and will improve the profile with the 
help of this new ear decoration. The new earclips, 


jewelry 


with their array of colors in precious and semi- 
precious stones, will do wonders for the complex- 
ion. The soft glow of the lovely color combinations 
will lend sparkle to the eyes. 


REMEMBER THE JEWELS of yesteryear? The 
small bar-pins which grandmother wore, and 
which gave place to the large diamond clips? The 
little diamond rings look skimpy now and lost com- 
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pared to today’s large dinner rings, dome-shaped 
and brilliant, which make even the strongest hand 
appear feminine and soft. Compare the small pear! 
necklaces worn at the turn of the century with the 
two, three and four strands of large pearls or 
beads of today, making the neck and decolleté of 
every woman more beautiful, adding charm to 
every outfit. 

Jewelry grew and so the earclips will have to 
catch up with this trend. There will be no end to 
the way a woman of taste will be able to show her 
individuality and sense of fashion in choosing the 
right adornment for her ears. 


STROLLING THROUGH PARIS, I have seen for the 
first time in my life a fashion which originated in 
the United States and is accepted wholeheartedly 
by French jewelers: our beautiful pear! bracelets, 
three and four strands wide with buckles and 
clasp of diamonds. A style high in demand on 
Fifth Avenue and now crowned by the acceptance 
if Rue de la Paix. 

Walking home to my hotel at Place Vendome 
at night after having had dinner with friends, 
it occurred to me that most of the famous jewel- 
ers and fashion houses, the dictators of style and 
fashion, are housed in the beautiful mansions of 
Place Vendome and Rue de la Paix. These palaces 
which have been designed by the architects of 
Napoleon Bonaparte have not changed at all. The 
nights are quiet, so quiet that you could hear the 
echo of the footsteps of the gendarme on the 
beat, or the whispering of a young couple. 

Then and there I found the answer to my ques- 
tion posed at the beginning of this letter. What 
is the force behind new trends in fashion and art” 

The force more powerful than the mightiest 
presidents of billion-dollar corporations ... more 
powerful than traditions and statistics ... the 
power is: the creative artist. Ze 8 





Another Christmas Season 
Problem Licked 


To speed the training of new jewelry store sales 
people, JEWELERS’ CIRCULAR- KEYSTONE again 
offers its 32-page booklet (Reader’s Digest size) 
entitled, “Fitting Into the Selling Picture.” This 
booklet provides the basic selling facts on dia- 
monds, watches, silver and all other staple jew- 
elry store lines. It also includes a three-page 
glossary of jewelry store facts. It is available at 
50 cents a copy as another JC-K service to the 
trade. 

Write: THE JEWELERS’ CIRCULAR - KEYSTONE, 
Chestnut & 56th Sts., Phila. 39, Pa. (Handy cou- 
pon for ordering on page 175.) 








FOR EXCELLENCE OF DESIGN 


conferred on 


GRANAT 


Awarded for excellence of design for the fourth con- 


secutive year, Granat is proud of its place of honor 
and distinction among the foremost creative jewelers 


of America and other design centers of the world. 


SAN FRANCISCO 8, CALIFORNIA 








UR NEW "sree A TESTE : 


BER EVERY Sw T0L0 SE CHECKER EACH SR MONTHS 


Display in one of the Meyer 
stores, showing various shavers 
and shaving accessories and 
featuring the testing machine 
that brought in such a spate of 
post-Christmas business. It 
does for shavers what a watch- 


master does for watches. 
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‘Have your shaver tested FREE”’ 


A jeweler-inventor dreams up a gadget that 


spots 


“sluggish” 
this counter-top tester 


Used after Christmas, 


January his 


shavers. 
makes 


biggest month for shaver trade-ins 


® s. A. MEYER, president of S. A. Meyer Co., with 
headquarters in Washington, Pa., had a shaver- 
testing machine built to his specifications last 
year. 

He installed one in each of 12 of his stores in 
Pennsylvania, West Virginia, Maryland and Ohio. 
Then, starting the day after Christmas and con- 
tinuing until the end of January, he ran a big 
campaign, inviting men and women to bring in 
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their electric shavers to be checked. The ma- 
chine revealed immediately whether the shaver 
was sluggish or if its points were not right. 

The object was, of course, to sell new shavers, 
and Mr. Meyer promised himself that he would 
sell 1000 of them. Actually, during the five-week 
period, he sold more than 1200—all makes. 

It wasn’t ads that brought most of the people 

(Please turn to page 3V) 





THE FLOWER OF PRECIOUS JEWELRY 

Each piece is magnificent, regardless of price. Whether 
your customer has a fortune to spend on fine jewelry . . . or merely a modest sum. . . he will appreciate these 
exquisite originations from the House of Heyman. Make the House of Heyman your first resource for the 


finest jewelry and brilliant restylings of heirloom pieces. 


Oscar Heyman tz Brothers. Ine. 


642 Fifth Avenue, New York 19, N. Y. 


Neckiaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up 





SHAVER TESTED (from page 78) 

in, it was telephone calls. One out of every three 
people called came to the store. The phone pitch 
went like this: 

“Do you use an electric shaver in your home? 
What make shaver do you have? Every shaver 
should be checked at least once in six months. 
If you bring your shaver to our store, we’ll check 
it for you free of charge on our electronic shaver 
tester. And while you’re here we'll give you a 
beautiful serrated stainless-steel cake knife and 
pie server just for dropping in. Be sure and 
have your shaver checked because an electric 
shaver not working properly is something no one 
wants.” 


HITHERTO, THE ONLY WAY a customer could 
get his shaver tested was to take it to a big-city 
factory-service center or wait for a factory man 
to set up in a store. Other than that, the store 
eould send his shaver away. But this was delay- 
ing and troublesome, for the customer uses his 
shaver every day and must have it. 

Now, with a testing machine, the salesman 
leads his customer to the attractive “scientific” 
looking piece of equipment on the counter. He 
plugs the shaver into the appropriate socket. 
Lights begin blinking and the control knob is 
turned to test for shorts and for electric con- 
tinuity. 

On the front of the machine is a large panel 
meter with the words “Weak,” “Good,” and 
“Replace.” If the shaver rates “good,” it is in 
acceptable condition, and the salesman merely 
brushes it out and oils it as a courtesy service. 

If, however, it rates “weak” or “replace,” he 
goes into his trade pitch. “Of course, you know, 
Mr. Jones,” he will say, “we can repair this 
shaver for xxxx dollars, and no doubt when 
we’re finished, it will be in fine shape. But 
I’d like to show you something new. The new 
Edsel car is quite an innovation, and I want to 
show you the Edsel of shavers.”’ 

Then he shows one of the new high-speed 
shavers. “Why don’t you do this, Mr. Jones?” 
he continues. “Take this shaver home, leave 
yours for a few days and try the new one. Decide 
and let us know.” A trade-in deal is clinched on 
about 25 per cent of the shavers that are brought 
in for inspection. 


SHAVER CAMPAIGNS IN JANUARY are standard 
procedure in the Meyer organization. More 
shavers are sold during that month than in De- 
cember. After Christmas more people owe the 
stores money than at any other time, and Mr. 
Meyer turns that situation to his benefit by add- 
ing to the accounts while they are being paid. 
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“The best time to sell people,” he says, “is when 
they already owe you money—provided, of course, 
you have the proper item. Today the shaver is 
a universal item for both men and women; it 
makes a perfect ‘add-on’ for any account. We 


put tremendous effort behind our January shaver 


sales, rewarding our employees with a bonus for 
every sale made and giving an additional bonus 
if they reach a certain total goal.” 

January, 1957, was the most successful cam- 
paign yet, with the testing machine in_ use. 
“We’re tremendously happy and satisfied with 
it,’ says Mr. Meyer, ‘‘and we're going to use it 
again after Christmas this year.” 


GREEN ANALYTICAL LABORATORIES in Pittsburgh 
manufactures the tester, and both they and Mr. 
Meyer emphasize that it is most successful when 
integrated into the store’s selling program. More- 
over, they do not advise keeping it in the repair 
department but rather in a prominent place in 
the front of the store. 

Along with a number of other useful inven- 
tions, Mr. Meyer markets it nationally through 
the “Idea Specialists” division of his business. 

Zee 


Bob Dolittle, manager of the Jewel Box, Queen 
Street, Kingston, N. C., is shown standing before 
the “biggest Christmas stocking in the world” 
last year. 

Worth $5.95, it was offered for 49¢ and a 
$14.95-or-more order. It was 44 inches high—as 
big as a three-year-old child—and contained 60 
toys. 

When asked if its purpose was to increase 
sales, Mr. Dolittle said: ““No, it was merely a 
token of appreciation to the customer—but it did 
increase our sales by 40 per cent.”’ 





bringing customers to your 


store to buy stone rings 


the RING GUILD of AMERICA 


launches its NATIONAL ADVERTISING Campaign 
with this 4 color full page ad in GLAMOUR for November 


e and get the full benefit of 
mee GGL this advertising with this complete _ 
R.G.A. promotion package containing OT Qing 
ww Ring S the tiny 
Light Box Display with R.G.A. full color ad (worth $10) < ne v* rape 
Authorized Ring Guild of America Retail Placard meeenenansensacronn 
R.G.A. Window Streamer (27 wide x 6” high on parchment) ra 
2 Mat Ads, each with art for 4 R.G.A. rings 


12 J.1.C. Birthstone Cards in Color for Display 


all for only 56 IO B= Si... 





With this kit you will profit from the excitement caused by the tremendous a 
publicity that is sweeping the country in this great new trend for stone rings for 

men, women and children! R.G.A. rings are being featured on the Garroway 

show, the Arlene Francis show, “The Price is Right,”’ in color editorials 

in Mademoiselle, Glamour, Seventeen, Charm, in newspapers all over the 

country, plus our national ads! And stock up on R.G.A. stone rings — call your 

authorized R.G.A. manufacturer or wholesaler now! 


The Ring Guild of America, Inc., is a non-profit association of stone 
ring manufacturers and stone dealers dedicated to making the public 


stone-ring-conscious so as to stimulate the sale of stone rings for men, 
SEND NOW FOR YOUR R.G.A. PROMOTION PACKAGE 


women and children at the retail! level. 


Among our Charter Members: Star Ring Mfg. Co., Inc. 
. John Uilenberg, Inc. 

Acme Ring Mfg. Co., Inc. J. J. White Mfg. Co. 
American Jewelers, Inc. 
Baden & Foss Co. Among our Associate Members: 
Goodman & Co. 
1. B. Goodman Mfg. Co.. Inc. Robert Amell & Co., Ltd. 
Harvey & Otis, Inc. } & H Baer, Inc. 
K. S. K. Jewelry Co., Inc. Handy & Harman 


7 RING GUILD OF AMERICA, Inc. 

| 
Linde Company Heller Hope Company | 

| 


64 West 48th Street, New York 36, N. Y. 


Enclosed please find check or money order for $6.50 postpaid 
for my R.G.A. display kit. 


Metzler Mfg. Co., Inc. Hoover & Strong, Inc. Name 
Plainville Stock Co. Edward Lembeck Bros. 

M. A. Reich & Co. Wm. V. Schmidt Co., Inc. 

Samsan Company Star of Freyung 


Shiman Mfg. Co., Inc. Leo Wolleman, Inc. Address 


“THE RING’S THE THING!” 
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~s DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 


PHILADELPHIA, PA. 
Phone: Walnut 2-1248-9 


ALL PRICES KEYSTONE. 


W.G. 17 Dias. 
57-8 


” Pleilaes Plat. 85/100 
57-11 


$3000 


Plat. Wed. Ring 


12 Pear Shape Dias. 
57-18 
$1500 


K 9832 

Y.G. 206 Dias. (Tiffany) 
57-32 
$6000 
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Plat. 1.50Cr. 


— Ring 17 Dias. . 
78 Mert & Rd. Dies. 24 Mara. & Rd. Dias. 57-2) Pearls & Gla 
$2800 $4200 $400 


Plat. 114 





Plat. 4.40 Ct. 
57-33 


W.G. Earrings—Cult. Pearls & Dias. 
57-43 
$600 
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Plat. Brooch 25 Dias. 
57-45 
$2400 


Plat. 4.69 Ct. 
57-34 
$14,000 
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57-42 
$20,000 
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Plat. 3.05 Ct. | 
57-38 
$5000 


Plat. 3.17 Ct. 
57-37 
$4000 


Plat. 7.05 Ct. 
57-35 
$8700 
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$11,000 
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W.G. Earrings—Cult. Pearls & Dias. 
57-44 
$420 


Plat. Brooch 6 Bags | | 
69 Rd. Dias. — 


Plat. Brooch 265 Rd. & 33 Bag. Dias. 


57-47 
$13,000 


FOR MEMO SELECTION 
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DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 
PHILADELPHIA, PA. 

Phone: Walnut 2-1248-9 

WRITE—WIRE—PHONE 


PRICES KEYSTONE. 





Below. Mobile jellyfish pin of diamonds 
and sapphires created by Enrico Serafini 
of Florence, Italy. The fan-shaped 

body and head are mounted on trembling 
springs to give realistic motion. Marquise 
diamonds and sapphires form a body from 
which twisted tentacles of small diamonds 


stream. 


DIAMONDS— 
INTERNATIONAL 
AWARDS—1957 


Dazzling new designs from many nations win 
prizes. Committee picks best from 418 submitted. 


* Twenty - three artist-designers of precious 
jewelry received citations in the first Diamonds- 
International Awards, an extension of the pro- 
gram which began as Diamonds U.S. A. Awards. 

The ceremony took place at a luncheon on 
Oct. 1 in the Starlight Roof of the Waldorf-As- 
toria Hotel in New York. The 49 prize-winning 
pieces of jewelry were shown to the press; they 
rolled slowly past the guests on flatcars of Lionel 
electric trains. 

Speaking for the Selection Committee, Mrs. 
Cornelius Vanderbilt Whitney presented awards 
to the following: Wm. Chalson & Co., Inc., Mare 
Koven, Seaman Schepps, Julius Cohen, Erwin 
Pearl and Omega Watches all of New York; 
Granat Bros. of San Francisco; Coleman E. Adler 
& Sons, Inc., of New Orleans; Schwanke-Kasten 
Co. of Milwaukee; Jacobs Jewelers of Jackson- 
ville, Fla.; Sloan & Co. of Newark; Hamilton 
Watch Co. of Lancaster, Pa.; Bellocchio & Co. of 
Dallas; Mermod-Jaccard-King of St. Louis; Bick 
& Ostor Co., Ltd., Thomas Primavesi, and E. P. 
Kaufmann of Montreal, Canada; Toni Cavelti of 
Vancouver, Canada; Mellerio dits Meller, René 
Boivin, and Sterlée of Paris, France; Giibelin Bros. 
of Lucerne, Switzerland; and Enrico Serafini of 
Florence, Italy. 

In her speech of presentation Mrs. Whitney 
said: “It has been amazing to see how interest 
in the Awards has grown. In 1954, the first year, 
we on the committee saw 170 designs on display. 
This year there were 418. There was no _ pos- 
sible way that we could know who made the de- 
signs. They came to us unmarked, and the un- 
known artist competed with well-known firms on 
a completely equal basis and was judged on ar- 
tistic quality alone.” 





Above. Coleman E. Adler & Sons of New 
Orleans designed this romantic diamond 
ribbon pin “tied in slender loops.” 
Pear-shaped diamonds form a cluster of 
buds and long-stemmed flowers knotted 


bv ribbons of baguettes. A long 


pear-shaped diamond swings from the bottom. 


Below. In this brooch, the 
Oriental Goddess of Love, 
carved in natural white coral, 
and wearing a ceremonial 
headdress of diamond filigree, 
rises from a mist of diamonds 
and pearls. The piece was 
designed by Seaman Schepps 
tf New York City. 





Above. Erwin Pear! of New York designed these unusual 


diamond ear clips shown in the Diamonds-International 


Awards collection at the Waldorf on October 1. 
Honey-locust leaves are formed by marquise 
diamonds with a ribbon-scroll of baguettes draped 


across. They swing inward to follow the cheekline. 


Right. These ear clips in delicate gold wirework were 
designed by Jacobs Jewelers of Jacksonville, Fla. Outer 
rose petals in airy gold wire are punctuated with 

small round diamonds. Inner petals studded with diamonds 


form an open rose-cup. 


Far left. In a bridal bouquet the lily 

of the valley symbolizes “love and luck,” 
and that is the name of this diamond 
brooch by Granat Bros. of San Francisco. 
Diamond lily-of-the-valley bells are 
loosely suspended to swing as the 

wearer moves, and the single branch of 
green gold with satinized finish has small 
round diamonds forming veins. 


Left. Round diamonds and rubies parading in 
alternate rows form a classic ring design 

by Granat Bros. “Contemporania”’ 

combines flaming ruby-diamond contrast in 
timeless simplicity of modern design. 





DIAMONDS INTERNATIONAL AWARDS 


(continue dy) 


Below. Thomas Primavesi of 
Montreal, Canada, designed 

this graceful diamond brooch of 
“weeping willow’ sprays. 

All the curving flow 

and suppleness of the long 


pointed leaves of this ornamental 


cree are represented in 
diamonds and platinum. Early 
blossoms are represented by 


round prong-set diamonds. 


Above. Mare Koven of New York City designed 
this diamond necklace adjustor which 

was shown in the Diamonds-International 
Awards collection on October 1 at the Waldorf. 
Marquise diamonds forming a long leaf hold a 
pearl necklace with two streamers 

tipped with a pear-shaped diamond and a 


pear-shaped emerald. 





Above. Omega created this diamond 
and ruby bracelet watch. Diamond 
ribbons of 172 matched baguettes, 
mounted two-by-two and four-by-iour, 
wrap the wrist, parting around 

1 large motif of rubies 

that hide a dainty watch. 


Below. Diamond blossom pendant 
earrings of modified length by 

Kk. P. Kaufmann of Montreal, Canada, 
shown in the Diamonds-International 
Awards collection at the Waldorf. Round 
diamonds form an upward-faced blossom 
at the ear lobe, while a larger 

pendant flower swings downward 

on a strand of navettes. 


Above. “Beaux Arts” diamond- 
encircled watch by Hamilton 
Watch Company. An aristocrat in 


contemporary design, its beveled 


fins from the industrial world 
complement the round diamonds 
of the border and the 
baguettes that mark the hours. 


Relow. Exquisite diamond ring called 
“Flower Halo” created by E. P. Kaufmann. 
A large round diamond forms a blooming 
rose. Tiny buds in smaller diamonds 


form a halo at the top. 





Above. Toni Cavelti of West Vancouver, Canada, 
created this modern ring featuring five up-thrust 
baguette diamonds suggesting skyscrapers 

on a city horizon. The series of gold “risers”? which 
support the baguette diamonds are engraved in 
long lines giving a window effect in 

modern buildings. Cavelti was one of 23 jewelers 
from the United States, Canada and Europe 


to win Awards. 


DIAMONDS-INTERNATIONAL (concluded) 


Below left. Two tenderly entwined 
flowers of white, yellow and 


brown diamonds combine rare colors and 


fancy cuts in this unique brooch created 
by Julius Cohen of New York City. Pointed 


petals of pear-shaped diamonds and 


frills of tiny navettes grow from stems 


of round and baguette diamonds. 


Below right. Julius Cohen created this 
fantastic necklace in platinum ripples 

set with baguette and pear-shaped 

diamonds. The 29-carat pear-shaped diamond 
of champaign color is mounted 

amid realistic “flames” of rubies and 

fiery white diamonds. This unit 

detaches to form a dazzling 


clip brooch. 





DIAMONDS INTERNATIONAL continued 


Left. Schwanke-Kasten of Milwaukee, 
Wis., designed this spray of 

spring flowers which was shown at 

the Diamonds-International Awards col- 
lection at the Waldorf. Five-petaled 
orange blossoms in round diamonds 
are outlined in navette diamonds 

with baguettes forming graceful stems. 


Below left. Three-directiona] 

diamond earrings created by Gibelin 
Bros., of Lucerne, Switzerland. 

Moving in three directions simultaneously 
are tapered baguettes swinging inward 
at the lobe, round diamonds ascending 
the ear rim, and straight baguette 
pendants holding a single pear- 

shaped diamond. 


Below right. This 

luminous diamond butterfly was designed 
by Gtbelin Bros. Three round 

diamonds form the butterfly body while 
the spreading wings are rayed 

with graduated baguettes. 

















STRIKING 


The beauty of this magnificently original jewelry has the 





impact of a lightning bolt. 


These creations in diamonds, precious stones and platinum, 


guarantee you a share of the ever expanding 
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market for better jewelry. 


Memorandum selection on request. 
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M. CHALOM & SON, inc. 


608 5th Ave., New York 20, N. Y., Circle 5-6733 


° Over 40 years of service as a major source for fine quality jewelry at reasonable prices. 





Above. Mermod-Jaccard-King of St. Louis 
designed these V-shaped diamond 


arrings. Two leaves of diamonds in 


platinum may be worn on the lobe pointing 


upward or inward toward the face. They 


can be worn on top of the ear if desired. 


DIAMONDS INTERNATIONAL continued 


Below left. Mellerio dits Meller, 

of Paris, France, created this graceful 
crescent diamond necklace tightener. 
The diamond laurel-branch pin 

tied with ribbons of small brilliants 
has a concealed circular pin and can 
be worn as a brooch. 


Below. Sterle 

of Paris, France, created this 

twisted double cable of round diamonds 
and baguettes. The magnificent coll 

is designed to fit the column of 

the throat. The baguette diamonds are 
individually cut to fit the curving 
contours of the platinum mounting. 









Greatest sales-clincher ever! 





Orange Blossom Rings 


with diamonds from the 
TRAUB 
COLLECTION 


It’s the hottest merchandising idea to hit the jewelry business 
in years! The fabulous Traub Collection—displayed, adver- 
tised, and promoted to prospective brides eve rywhe ‘re—making 
Orange Blossom the easiest-selling line of fine rings in the field! 


























\ part of the fabulous Traub Collection, as 
displayed at the Waldorf-Astoria, New York. 


Look what goes into this great 
new selling idea 


BIG-SPACE ADVERTISING! 

Starts with stunning double spread in October Seventeen—continues 
monthly with beautiful full pages. Remember—Seventeen brings the 
story of the Traub Collection to your prospects! 

SELLING PIECES FOR YOU! 

Numbered Traub Collection certificate goes to every buyer . . . is also 
blown up and laminated for counter display. New ad mats, mailing 
pieces, handouts tie you in with the Traub Collection. Gorgeous new 
showcase trim helps you sell! 

PROFIT-SHARING AD PLAN! 

Make 5% extra profit! How? Just advertise Orange Blossom. Spend up 
to 5% of what you've paid us on the year’s purchases. Send us receipted 
bills—we’ll reimburse you in merchandise. Keystone it—mark it up any 
wav you like—and the profit’s yours! 


Qrange Blossom Rings 


ONG yoda ws Wwe Use. f 


Traub Manufacturing Co., Dept. T-711, 1934 McGraw, Detroit 8, Mich. 


PRICES SHOWN ARE SUGGESTED RETAIL, INCLUDING FEDERAL EXCISE TAX. ASK TO SEE THE 
FINE EMBLEMATIC AND SPECIAL-ORDER JEWELRY MADE BY OUR SCHUMER BROS. DIVISION. 





Style 241 
E.R. $1,100 W.R. $350 





. St vle 219 
E.R. $200 W.R. $82.50 





: Style 597 
E.R. $110 W.R. $23.50 
tyle 240 
E.R. $27 75 W.R. $100 
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Above. Sloan & Co., of Newark, 
created this pastoral-landscape 
pin of diamonds, pearls and 
multi-colored enamels. An ideal 
pin for the lapel of a tweed 
sport jacket, a rim of diamonds 
and pearls frames a 


wild duck against green hills. 


DIAMONDS INTERNATIONAL concluded 


Below left. William Chalson & Co., Ine., of 
New York, designed these ribbed and 
rayed diamond-and-gold ear clips, shown in the 


Diamonds-International Awards collection 
at the Waldorf. The lines flow like a bird in flight, 
the movement going up the ear and down to the cheek. 


A crescent of nine round diamonds perches on 


a golden ribbon. 


Below right. Again by 

William Chalson & Co. is this brooch design of 

multiple golden rays bursting with diamond 

brilliance. The golden wheat stalks are traced 

with tiny pearls, and round diamonds appear at points 
where the sheaves are bound together. i es 
































Tessler & Weiss has achieved the distinction of pro- 
ducing diamond ring mountings that can quickly turn 
inventory into sales! Your wholesaler prefers Tessler 
& Weiss mountings because experience makes him 
choose the mounting line that provides the jeweler 


with diamond rings that sell! 


Your wholesaler and only your 


wholesaler can offer you... 


Tesster & Weiss mountings! 
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Tessler & Weiss wc. 
2389 Vaux Hall Road, Union, New Jersey 


Rings enlarged 
to show detail. 












“| dont want to 


C. J. Mowen, of Mowen's Jewelry in Port Lavaca, 
Texas, is alarmed at the apparent trend toward manu- 
facturers’ selling direct to the retailer. In this article 
he states his reasons yor conside ring the wholesaler a 
necessity to the operation of the smaller store.—Ed. 


® TWO INCIDENTS IN RECENT MONTHS have 
aroused anxiety in our store. We fear they may 
be the “straws in the wind” that foretell a de- 
finite trend. 

The trend we fear is a policy of manufacturers 
to sell direct to retailers, by-passing the jewelry 
wholesaler. 

We don’t want to buy direct. We have built 


In this store the 
wholesaler’s salesman 
is a welcome visitor. 
He’s not only a 
business adviser but 


a real friend. 


buy direct” 


od. Mowen 


our business on a policy of utilizing the services 
of our wholesaler and we want to continue this 
highly satisfactory arrangement. but, if this di- 
rect-selling trend becomes a general policy, we 
not only will have to forego the help we have 
enjoyed from wholesalers, but we will be faced 
with serious inventory and buying problems. 
This is not a defense for the wholesaler. As a 
retailer, I’m in business to make a profit, the 
same as the manufacturer and the wholesaler. 
When I say I need the wholesaler in my busi- 
ness, I’m bluntly arguing for my own interests. 
I can make more profit by utilizing the services 


(Please turn to page YX ) 
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—only IMPERIAL 


THE FOREMOST NAME IN CULTURED PEARLS 





offers you all these advantages 












Because Imperial is Nationally Advertised 


Imperial is undoubtedly the foremost name in cultured pearl jewelry. It is 
one of the most advertised and publicized names in the jewelry industry. 
Your customers know Imperial .. . the world's most wanted cultured pearls. 


Because Imperial is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins coveted honors 
and awards for fashion leadership. It is the result of Imperial's exclusive 
staff of designers—headed by the renowned Mademoiselle Bloch. 


Because Imperial offers the most complete stocks 
in all price ranges 


Only Imperial offers necklaces, rings, pins, bracelets, earrings, clasps, 
charms, and pendants, in gold-filled, gold, and platinum . . . with cultured 
pearls and also augmented with precious stones. The most complete 
line of cultured pearl and diamond jewelry of all types. 


Because Imperial Sells Direct to You 


Imperial Cultured Pearls are from the leading farms in the Orient. . . 
Imperial designs and creates their own jewelry and only sells direct to 
you—the retailer. That is why, with Imperial you know you pay the 
right price for your merchandise and you are the one who makes the 
long profit. 











Because Imperial gives you a complete selling plan 


In addition to advertising mats, store displays, and other sales aids, 
Imperial has developed numerous proven special promotions. These selling 
plans can be tailored to any size operation and assure year ‘round volume 
cultured pearl sales. 


IMPERIAL PEARL SYNDICATE, Inc. 


World's Largest Importers of the World's Finest Cultured Pearls 













NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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[ DON’T WANT TO BUY DIKECT (from page 96) 

of the wholesaler. For that matter, I doubt that 
[ could make any profit if I had to buy most of 
my stock direct. 

Of course I am not a manufacturer. I don’t 
know all the problems he has in distribution. And 
yet, I can’t see how he betters himself when he 
switches to direct selling. His selling costs are 
bound to rise. He must hire more men to see 
more people. These additional selling costs, it 
seems to me, offset whatever margin he might 
Save by dispensing with the wholesaler. 


FOR SEVERAL YEARS I have been handling a line 
of watches which are favorably and nationally 
known. I have spent some money popularizing 
the line locally. Recently the manufacturer’s sales 
manager notified me that henceforth I should 
place orders for his watch line direct. Sometime 
after that a salesman for the company visited 
me for the first time. He told me that he hoped 
to get around to see me once a year. 

He could not understand why I did not place 
an order with him. But I understood. As soon 
as I sell out the watches of this line, I will not 
stock any more. I'll buy the best watches my 
wholesaler has to offer and let it go at that. 

Naturally I may lose some business by dis- 
continuing this line. I won’t be able to capitalize 
on its national advertising. But neither will I 
have to tie up a lot of extra investment, merely 
to be able to capitalize on that advertising. I! 
think the extra investment that would be neces- 
sary to stock this line properly, buying direct, 
more than offsets anything to be gained by nor- 
mal demand for the line. 


BUYING DIRECT may be satisfactory to the large 
jewelry-store owner. I don’t know. Our store 
is not large. And yet it is, we believe, above 
average for a community of 12,000. Anyway, 
there are a lot more small and medium-sized 
stores than large ones, and I don’t see how any 
manufacturer expects to increase his profits by 
ostracizing all those thousands of smaller stores 
and concentrating on the comparatively few large 
ones. 

I have built up a relationship with our whole- 
saler that encompasses not only strict business 
relationship but personal feeling as well. I have 
confidence in him and his representatives who call 
on me. I think I would find it doubly difficult to 
carry on my business without his services and 
advice. 

You simply don’t build up that sort of feeling 
toward a supplier whose representative calls on 
you only once a year. Nor is such a representa- 
tive able to render you the sort of personal ser- 
vice and advice that the average small and me- 
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dium-sized retailer sorely needs today. Whatever 
service he gives concerns only one line of mer- 
chandise—his line. I need it on all lines—if | 
am to produce the maximum profits from my 
investment in stock and labor. 


TURNOVER is one of the retailer’s major prob- 
lems, unless he is blessed with unlimited capital. 
And in that event, why should he be in the jew- 
elry business in the first place? 

I want to carry as great a variety of mer- 
chandise as possible with the investment involved. 
| can’t do that if I must buy in large quantity 
direct. I prefer to stock sparingly of many items, 
knowing that I can have replacement items 
within 24 hours if something should suddenly sell 
out. I can do that as long as I am permitted to 
buy from my wholesaler. 

Some manufacturers are holding out the bait 
of longer profits if I buy direct. But another 
ten per cent doesn’t interest me when I must 
double my investment in the line in order to make 
that ten per cent. I find that to buy direct in 
quantities sufficient to earn a discount, I cut my 
turnover in half at best. 

The average retailer ought to bear in mind, 
when considering a somewhat wider margin on 
merchandise bought direct, that turnover is more 
important than a slight discount. For example, 
I’d rather invest $100 in merchandise carrying 
a 50 per cent mark-up and turn it three times a 
year than invest the same amount in goods carry- 
ing a 60 per cent mark-up and turn it only twice 
a year. Actually, the lower mark-up faster-turn- 
ing merchandise produces $30 more in gross 
profit. 


OUR WHOLESALER has a personal interest in our 
welfare. He knows that we are pretty important 
in the over-all operation of his business. If we 
need an extension of time to meet certain com- 
mitments, he knows our circumstances and is in 
position to give us an answer from personal 
knowledge. He is our “confessor” as well as 
(sometimes) our banker. He can afford to be, 
for he gets most of our business. 

Our wholesaler’s salesman visits us about six 
times a year, compared to once a year by the rep- 
resentative of the average direct-selling manu- 
facturer. Furthermore, it is only 140 miles to 
our wholesaler’s office, and it is a simple matter 
to run up, visit with him and check over his stock 
between visits from his salesman. 

When our wholesaler has a “hot” item, he sends 
us a sample at once, or telephones us, or his sales- 
man comes around. In any event we have a chance 
to stock the item while it is still “hot.’”’” On the 


other hand, by the time the manufacturer con- 
(Please turn to page 134) 
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DIAMONDS 


Emerald Cut 
and Marquise 


mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection. 
Let us cooperate with 
you on your special calls. 


We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale 


JEROME RICHHEIMER 


; Og niles 
608 Filth Avenue New York 20, N. Y. 


Phone Circle 5-5673 
















PAST 
MASTER 
RINGS 


Handsomely fashioned in 





14K yellow gold with white 
gold top emblems, these 
rings are a fitting and 
authentic reminder of past 
Masonic honors. Some are 
set with fine quality 


diamonds, some are plain. 





Wreerrertine LB eney & €0.| Hx Emble matic Jewelry 


8 ROSE STREET, NEWARK 8, N. 
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by Dr. Frederick H. Pough 


Gem consultant to JC-K 


Colorless 


Stones 


(other than diamonds ) 


Some natural and synthetic stones have suf- 
fered because they were promoted as “imitation 
diamonds.” To escape the same fate, two new 
laboratory products should be presented for what 
they are 


® IN THE SENSE OF HUMPTY DUMPTY’S unbirth- 
days in the Through the Looking Glass passage 
quoted a few months ago, we can best describe 
the stones which are to be the subject of this 
month's article as “un-diamonds.”’ 

And, like Humpty Dumpty, I shall now tell 
you what un-diamond means! It means stones 
that are commonly used in better jewelry, not 
just glass, and more or less white in appearance. 
In some cases they may be intended to serve as 
substitutes for, or imitations of, diamonds, but 
the more interesting ones have qualities that 
give each a distinctive virtue that lets it sur- 
mount the difficulty of colorless undistinction. 

We can divide these stones into two large cate- 
gories, natural stones and laboratory stones. The 
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Fabulite, the most spectacular and costly synthetic 
colorless stone, has a place of its own in Jewelry 


and should not be likened to any other stone. 


latter group can be subdivided into old-time syn- 
thetics (frankly nothing but out-and-out imita- 
tions of diamonds which have no merit beyond 
this tawdry glory) and the new category of post- 
war laboratory stones. These stones are finding 
it hard to acquire respectable status because of 
the traditionally dominant position of diamonds 
in the clear white stone market. 

Among the natural white stones, we find vari- 
ous unimportant ones with low refractive indices, 
like rock crystal, colorless beryl, white topaz 
and white sapphire. Zircons are the highest in 
index of these but are most generally thought 
of as cheap, natural, white substitutes for dia- 
mond. 

The old-time synthetics have long been sup- 
plied when inexpensive, but durable, substitutes 
for diamonds were needed. They are synthetic 
sapphire and synthetic spinel. The new labora- 
tory gem stones titania and fabulite have exactly 
reversed this situation; to obtain acceptance they 


(Please turn to page 102) 
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Kahn- Jacobson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and Telephone: ClIrcle 5-4313 
‘ 32/34 Holborn Viaduct, London 
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“EYE'’ APPEAL MEANS SALES a Kay 


. and ‘eye’ appeal is attained by 
new designs ... new ideas... 


STAR RING makes more new designs — 
each year than any other manufacturer 
in the stone ring field. 


See for yourself . . . at your wholesaler. 


Write for illustrated circular ... Please give your Jobber's name. 


STAR Reece 


MAKERS OF FINE RINGS SINCE... 1919 
887 MAIN ST. BUFFALO 3, N.Y. 








UN-DIAMONDS (from page 100) 

now have to overcome a superficial resemblance 
to diamonds. They have to win appreciation for 
their own special virtues of unrivalled fire coupled 
with the brilliance that is only possible in a high- 
index near-colorless stone. 


WHITENESS IS NEITHER THE PRIME VIRTUE nor 
the exclusive possession of diamonds. Rock crys- 
tal has long appeared in jewelry-related prod- 
ucts. Faceted crystal beads, now the exclusive 
und inexpensive product of Japanese lapidaries, 
have been dug up from Roman tombs. As a ring- 
stone, quartz, with its low refractive index, lacked 
the brilliance that was availabie in the smaller, 
rarer, but higher-index, stones. For religious 
crystal plaques and carved wine flagons, rock 
crystal stood alone among minerals, but its use- 
fulness ends there and in jewelry today it finds 
a place only in the beads and rondels of crystal 
necklaces. 

White topaz has a higher index, about 1.62, 
and as a gem stone it appears most often in 
Ceylonese-cut stones, sold often under the name 
“white sapphire.” Cuttable only where cutting 
is very cheap, they wind up mainly in the hands 
of collectors and tourists and have little trade 
distribution. True white sapphire in large-size 
natural stones is uncommon. Some years ago, 
when experiments in coloration began (sapphire 
can be colored golden by almost any sort of ir- 
radiation treatment), large white sapphires were 
sought in the stocks of New York dealers. A 
number of stones, so-labelled were selected, but 
without exception they proved to be white topaz. 
The evident scarcity of true white sapphires, 
however, is no cause for very serious regret since 
either the natural or the synthetic stone is vastly 
improved by artificial coloration. 


ZIRCON IS THE MOST IMPORTANT of all the un- 
diamonds among natural stones. At one time, 
zircons were extremely popular, though certainly 
not in their own right. After the discovery was 
made (around 1920) that Indo-Chinese (‘‘Sia- 
mese’’) zircons could be changed by heat from 
their original brown to blue or white, they were 
widely sold in the United States as the “nearest 
thing to a diamond.” This typical and unfortu- 
nate sales approach prevented them from attain- 
ing an independent status as an attractive gem 
stone, and the stigma of “fake” and deception 
has clung to them ever since. Today this conno- 
tation undoubtedly discourages many sales. Many 
buyers who might like the stones hesitate to wear 
them for fear others will think they want to de- 
ceive people into believing they are diamonds. 
The jeweler who will educate his customers does 
them, himself and his colleagues a great service. 
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The most important reason for this will become 
clear later; today there are no longer enough 
really fine white zircons to go around anyway ! 

Zircons lost favor for other good reasons too. 
The heated, once-brown stones sometimes revert 
to their old color, and nobody wants to make his 
friends think he is wearing an off-color diamond. 
(This was the fatal mistake in the selling of the 
truly magnificent titanias.) In addition, those 
myopic gentlemen who sold the zircons generally 
failed to caution the customer about the brittle- 
ness of the stone; rather than lose the few dollars 
profit from an occasional lost sale, they preferred 
to lose most of their zircon buyers as future 
customers. Zircons are no more fragile than many 
jewelry stones, but they cannot be expected to 
take the abuse that is generally lavished on dia- 
mond solitaires. (And how many unchipped dia- 
monds have you removed from old mountings °) 

Zircons present no identification problem, for 
any zircon that has been worn very long is likely 
to show numerous little nicks along the facet 
edges. The strong double refraction is readily 
visible when the stone is louped through the table, 
as fuzziness of the back facet edges. Double re- 
fraction seems to be a real detriment to the 
beauty of a colorless or light stone, even weak 
double refraction like that of a white sapphire. 
In addition to an apparent lack of complete clar- 
itv, doubling of the reflections creates two over- 
lapping spectra with halved intensity in stones 
with strong dispersion (zircon and titania). In 
stones with little fire (topaz and sapphire) it 
seems only to reduce the limpidity. (This is why 
synthetic spinels, despite their lower refractive 
index, have always been preferred to white sap- 
phires for synthetic “un-diamonds.”’ ) 


SYNTHETIC AND LABORATORY GEM STONES con- 
stitute the second category of colorless stones. 
(What a lot of nonsense is this perpetual falling- 
over-backwards never to use the word “gem.” A 
small part of the trade has a special use of the 
word, but to the general public—proprietors of the 
English language—it is just a synonym for any 
stone that is used in jewelry! “Stone” here also 
means pearls, plastics, synthetics—or glass, for 
that matter—regardless of what the FTC may 
think about it!) 

We are now agreed that the Verneuil-burner- 
produced reproductions of spinel and sapphire 
are to be called synthetics. (Within the past few 
weeks, the Bell Laboratories have announced the 
culturing of corundum crystals, so perhaps we 
shall soon have both synthetic and cultured rubies 
and sapphires. A report on this development will 
be brought to our readers as soon as possible.) 
These old-time synthetics have been on the mar- 

(Please turn to page 112) 
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It stands out in a man—and 
it's reflected in a man’s ring. 
These two CHURCH & COM- 
PANY gold rings with garnet 
stones are simple in design, 
outstanding in craftsmanship. 
In a word, they have charac- 
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576 FIFTH AVENUE, NEW YORK 36, N. Y. 
THESE PROMINENT MANUFACTURING JEWELERS 


JUdson 2-2922 





HAVE ADOPTED AND SPONSORED THEM— 


New York City 


Samuel Abramson 
Beckerman & Lerner 
Belenky Brothers, Inc. 
Bristol Seamless Ring Co. 
Century Jewelry Company 


Davidson & Sons Jewelry Co., Inc. 


E. S. Feinstein & Company 

J. & H. Flyer, Inc. 

Harold Freeman 

Gevertz & Co., Inc. 

M. L. Goldfarb 

Irvring Company 

Morris Kaplan & Sons 

David Karp Co., Inc. 

Irving Klampert Company 
Knight Mfg. Co., Inc. 

Charles Koppel Ring Company 
Mercury Ring Corporation 

R. Pearlman, Inc. 

Philip-Morris Jewelers, Inc. 

K. Polishook & Son Corporation 
William Schneider 

Barnett Shorr, Inc. 

Leon Turkus 


Attieboro, Massachusetts 


L. G. Balfour Company 
W. E. Hayward Company 


Buffalo, New York 


Benstock Ring Mfg. Co. Inc. 
Block Ring Company 
Clark Ring Company 
David Dattner 

B. Tanenbaum & Co., Inc. 





Chicago, Illinois 


The Ball Company 

Chicago Diamond Brokers, inc. 
Halimark, Inc. 

B. Leader & Sons 

Henry Mayer Company 

Nathan & Berg, Inc. 


Dallas, Texas 
Leon Rudberg Jewelry Compaay 


indianapolis, indiana 
Goodman & Company 


Newark, New Jersey 


Acme Ring Mfg. Co., Ine. 
Church & Company 
Larter & Sons, Inc. 


Pittsburgh, Pennsylvania 
Helm & Hahn Co., Inc. 
Feigenbaum Brothers 

The House of Kraus, Inc. 
San Francisco, California 
S. M. Mickelson Company 


Toronto, Canada 
Libman & Shaw Limited 
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by Je rry (re Miri 
JC-k Fashion Consultant 


For the Man 
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they do want something different. 


The interest in fashion in every- 
thing from Chryslers to Bermuda 


, | shorts is still picking up momen- 
Kelasti-mesh “Stretch - Belt” by Swank 
omes in gold- or silver-toned metal mesh tum and the men’s gift that Cha Gold & Co., New Yo 
with fine webbing in back to allow stretch tie tack in an exact outline 
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the weuarer City. In 


catch the fashion fancy of the 


kevstone 1} >14 


fellows as well as loosen the 


Bo Oe Oe Be Bee ee Be Bee Bee Be Bee Bae Ss ee See See See See ee Se Se Bee Oe Se See See Se Oe See Oi Oe Se Oe Se Se Oe Se Se See See See See Se See See See See See See Se See See Ge 


purse strings held by the distaff 


side. 


Booth 
°°"? 


It may be a miniature tie tack 


Sua 
oe 


or a king-size lighter; perhaps a 
M. W. Carr & Co., West Somerville, Mass.. gold tooth pick or giant shoe horn. 
features the perpetual calendar-photo frame 


... It could be a jewel box or a 


ombination, which retails for $5 


gift-boxed jewel... . 


OOO Or Oe Oe Oe ee Oe OO Oe Oe Os Oe SOs Oo @ -@ 


But ... it must be something 


special! 
ee Kem Plastic Playing C: 
These are. And at $15 and P+ i ieee 
retailer has a double 


under! 


pinochle and poker packs 


eee te oe to Pe) fo? oe oe oe 


Christmas wrap supplied 





rer e* ere s 
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Ring Guild of America shows this Baden 
& Foss gold ring that has initial set on 
nyx and costs $15 ® THE SOCIOLOGISTS have written 
; volumes attempting to prove the 

il 


natural superiority of woman. So ; he 14k gold-handled letter opener comes 


y with a leather case Price ins 


far as shopping is concerned, the «= strifle over $15. Maker is Gold Bro 


S Yy a k 


C4 contention is probably true. 


The jeweler, like other retailers, 
knows this. He is constantly con- 
fronted with the exacting woman 


The three-piece barbecue set, which com- 


who is looking for ‘something spe- King size in dimension at! 
the acrylic Valet Horn by 


bines stainless steel with burn-resistant 
pagwood, is especially for the Sunday 


hef who like cook-outs. Packayed in a cial” for her husband, father, son, 


dence, that comes in black 
wood gvift-and-storage case, et retails at and costs & with n sterling handle 
about £10.95 It is available from Kirk’s, 


Ltd., New York 


boss, sweetheart, uncle, or boy 


chain; $3.50 in gold plate; $6 


. e-e : . 
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(Please turn to page 106) filled. 
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Zz rectous + j wy, 
Rubies, Star Rubies 

Sapphires, Star Sapphires 

Emeralds, Catseyes . 

Loose or in Platinum 

Diamond Mountings 


of Exclusive Design 


VY Ea Kiebin $07, bu 


Formerly Rcbinscn & Sverdlik 
OlO EIT AN NUR. Rocke fe ler Center 


. vs York 20). Ne “ York 


Over 35 Years of Service to Leading Jewelers 











says Herbert Reid 


It creates easy sales, at a good Henry C. Reid & Son 
profit. It brings in new cus- Bridgeport, Conn. 
tomers daily. It is building : 

our business on beautiful Art- 

craft jade jewelry at an aston- 

ishing rate. We are highly 

pleased.” 


Cordially, H.C. Reid 


‘Your Display is Terrific 


Yes, the exquisite Artcraft dis- 
play piece you see here pro- 
vides just the right setting for 
oriental jade. Hundreds of fine 
stores, like H. Reids’ tell us it’s 
the greatest sales-maker they've 
ever had. 

Find out now how Artcraft, the 
House of Jade, can make your 
jade section a top year round 
profit producer in your store. 
Send now for Artcraft’s 4 point 
self-sales franchised program. 


ARTCRAFT JEWELRY CO. 


1 West 47th St., New York 36 
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MAN IN HER LIFE (continued) 


—_— —_— 
i i i i i he ek |) 


tt 


friend. She’s on a shopping safari 


— 


for something different. 


The sterling silver desk pad, packaged with 


RoR 


She approaches Christmas with 


an extra pad, and handsomely gift boxed, 


° 


retails at $5.50. Raimond, Ine., Molden, 


Mass., is the maker the instincts of a white hunter en- 


ore 


tering a merchandise jungle. She's 


out for the kill! 


Geothes GeoGheoGiecQiesthes Mie, fe... 
rr ere ° 


The double jigver by Towle Mf €30.. 


oe 


Newburyport, Mass., is in sterling and re 


tails at $12 


No jeweler can shop the market 


so well and so extensively that he 


can capture the “different’’ item in 


each line that will satisfy his cus- 


tomer’s hunting instinct. Even if 
he has rounded up a sizable collec- 
tion of unusual and individualized 


a styles he doesn’t always have the 
and one and one-half ounces) comes in a , 
fire-engine-red flannel bag, accompanied time to show them. 
by a professional mixing guide Retail i 
$6.50 and manufacturer is The Gorham C: . : 

But he must do his best because 


Providence 


LT NN ES ee ee 


ll lt ee i el ee i i ee i 


this year the exceptional will be in 


Babcock, Inc., New York, describes its new 
Jt wel chest as a king-size stowaway chest. 
Named the “Organizer,” the $12.98 retailer 


great demand. The dramatics in 


men’s wear will come through ac- 


2 
- 


permits the owner to keep his entire pe 


nn" 
? 


onal accessory wardrobe organized in one 
hest 


cessorizing. 


To satisfy the Christmas needs 


of your woman shoppers we have 


‘ 
‘ 
‘ 
: 
4 
‘ 
‘ 
q 
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> 
7 
J 
> 
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" 


attempted to do a job that is 


virtually impossible for the indi- 


vidual jeweler. We have rounded 


up—not gimmicks—but unusual 





GieeQies Mee Qies Mee tiies Beste th 


The passport case by Stanley & Stanley, gifts for men And we have in- 
New York, is imported, gold stamped, has 
labeled pockets, a snap catch and a spe- tentionally kept our prices to a . , : 9 
ial pull-out pocket for traveling checks The man’s toothpick is personalized with 
Retail for the red, black, brown morocco is traffic-getting $15 or less. Our ob- a single initiai, and comes packaged in 
an alligator case. Keystone its $3 in ster- 


ling: $10 in 14k Leonore Doskow, Ince., 
Montrose, N. Y 


$9: pigskin, $10.50. 


ject has been to create a showcase 


ee ee ee ee ee 
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of gifts that will stimulate sales 
because they answer the demand 
of the woman who wants something 


special for the men in her life. 
3ut just collecting is not enough. 


Boutique bargains (bargains by 


virtue of style or price) can only 


OO Oe Oe Oe Oe Be Oe Oe Oe Oe Oe Oe Oe Ber Oe Oi oe Ber Oe Oe Ore Ger Ser See Ser Ger Qugs 


be put across if they are handled 


properly at the point of sale. 


We suggest that the jeweler do 


The heavily nickel-plated jet lighter by 
Beattie Jet Products, New York, retails 
at $6.85. It also comes in leather-covered 


This lighter by Kreisler, North Bergen, 
N. J.. retails at $15. It blends simulated 
onyx and yellow trim, and is called “The 


the following to woo and win the 


DecoHheoMeoMcoMcoMhceS coGhacMcoMhec Mice coGicoM coco Osc Mace OceMae Occ Ocs One... a. &,..4..o..4..4 
i i i i i i i i i i i i i ee i ee be ee be i i eh eh i i eh eh eh eh) 


Bao. three en tien teeta eines ieee tienen teaia 


models or engine-turned designs. 








(Please turn to page 108) 
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“ 


“AMURRA” — Order No. 284 White or Yellow G.F. $10.00 Key. 


Le LO. pie AV cw» Ve an 
PDE MIEDED 


Order No. 282 White or Yellow G.F. $11.00 Key. 


hh nam ‘ 


4 ee = GES . 
as e ’ L ee f 4 


“TAIA” — Order No. 256 Yellow G.F. Only $11.00 Key. 
PTT TTT TTT TTT TTC CUCU UA CUG PUG CeA LUGO UAC UA TOPO PeA CUCU 


SMASH HIT in Scarab Watch Attachments !! 


An exciting innovation by Admark that is getting an 
enthusiastic reception from coast to coast. Two pieces of 
America’s Most ; jewelry in one—a watch attachment, a colorful bracelet— 
Comprehensive eT ae eae featuring pirscir Paqu sine mal scarabs in all their 
line of genni glory! Order now for early delivery! 


Scarab Jewelry. emcee: 
Catalog! meeer@erend 





ie 














TRADE MARK REG U.S. PAT OFF. 





> ins 714 SANSOM STREET 
DISPLAY CARDS » : PHILADELPHIA 6, PENNA. 





17 jewels 


SINCE 1868 


THINNEST WATERPROOF and DRESS MODELS 
In Gold & Stainless Steel 
a neni Sia UNBREAKABLE MAINSPRING 


FINE Q@UREQLE WATCHES Functionally Elegant, Highest Precision Timepieces 
AVAILABLE AT 


2 os « | ae a ee. ee ee a eS 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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MAN IN HER LIFE (concluded) 


sale from that discriminating lady 


who’s out looking: 


FOR THE LADY WHO’S LOOK- 
ING: 


Set up a special table or show- 
case to hold the merchandise we rmittent 
talk about here (or similar mer- tagged tions 
chandise), and label it ‘“Some- age ring that 
omes in 


thing Special for the Boys.” at $10.95 
Mark vour boutique bargains 
definitely (and boldly) as $15 
and under (or $25 and under if 
this price limit is more suitable 


for your store 


Try to group your numbers ac- 


cording to price. That is, all $3 


items on one table; $5 items on 


another, ete. 
ather, steel-framed \e wel 


Inc ; Springfield, Mas LOk-gold ring by Acme, Ne wark, 
omes in similar stvles at featured by the Ring Guild of America 


blact 


Direct mail may reach the mark 


stylishly simple black-onyx stone is 


and market most effectively. Try | massive mounting. Retail price i 
a mailing in the shape of a tree, 
with each page lifting up from 
the apex to show a collection of 
suggested gifts within a price 


range. 


Have a_ small side window? 
Paint a huge holly wreath on 


the inside and set up your dis- 
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play within the confines of the 


circle. Have a card imprinted 


consists of a stain- 


omb-and-brush set, gift (and pasted up next to the dis- (jenuine leather zipper case holds manicur: 


The manufac itenmis 0 hot-forwed steel nickel plated 


i ee ee hee ek be ee be bh ek) 


ie : play): “Something Special for 
Silver oF (Also included are combination knife, bot 

’ 4 + | 
the Special Day. tle opener and corkscrew. } Retail is $1 


American Import Corp., New York, 1 tive 


oOunrce 


i i i ee ee ek 
es 


BoeeM@eco@ecOceMic. Bcc H«.&..&..a 


Run a challenging ad. Show 
your lady shopper in a cartoon, 
with an accompanying head ask- 
ing: ‘Pickin’ Petals? Does he? 
Does he not have?” Let subhead 
read: “Don’t take a chance. Be 
a scientific shopper. Give your- 
self this S. Q. (Shopping 


Quotient).”” Then list various 
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i i i ee ek ee ek eh be eh eh) 
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action-getting men’s gifts with 
a thumbnail sketch next to each 


description, and a “yes” and 


Cristo” by Farrington Mfg 


“no” box where readers can [The elegant simplicity of this sterling belt 


check the answer. i a | 


has tarnish-free poly-pillow 
buckle is enhanced by a monogram. Larter 
& Sons, Newark, makes the $13 retailer. 


iold links and rings. KEmbossed 


OB eee Bo Be Os Oe OOo Se 


iowel box for men retails at $5 
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Might days is the usual “run” for a window at 
H. J. Howe, Inc., in Svracuse, N. Y. But a recent 





‘*Around-the-World” Display were used to indicate the time in Bombay, Tokio, 
Shanghai, Calcutta, Honolulu and London ‘‘when 


it’s 4 P. M. in New York.” Four men’s watches 
were included and a world globe appeared next to 
the colorful poster advertising the Mike Todd 
spectacular. The passing public was reminded by 
a nearby placard that they would “be on time 
anywhere in the world with a dependable Howe 


“Bi. cel Iodds 
show monas this 
a better world 
oo, “) A clock or watch.” 
Ata 2 “We've never had so many people stop and study 
a window display,” reports Eugene Murfitt, ad- 
vertising and promotion manager. “Especially 
mothers and fathers with their children. ‘The in- 
terest in travel clocks aroused by the display made 








sales boom.” 
Completing the travel theme and adding exotic 
touches were several foreign figurines from the 





store’s gift shop. 





TRAINING EXTRA HELP 


At Christmas time you'll be taking on extra 


sales people and you probably won't be abl 





to spare the time to train them adequately. A 


method is suggested on page 175 by which you 


display tied in with Around the world in 80 days 
remained intact three weeks. 

In one of the store’s nine windows on the Wash- 
ington Street side of the building, travel clocks 


can see to it that your extras know the funda- 


mentals of their job. 














MORE PROFIT FOR YOU 








Removable links 
snapped in or 
out in seconds. 







¢ Smooth, comfortable, no hair pulling 


¢ Rugged, dependable, satisfaction unconditionally guaranteed 


¢ Fair-trade protection—YOU WILL NEVER BE UNDERSOLD 


Men's Stainless Steel curved or straight ends —Retail $4.95 your profit $2.95 
Ladies’ Stainless Steel universal ends —Retail $2.95 your profit $1.60 
INOVAN (14k gold laminated on S Steel).—Retails from $7.95 F.T.I. 


CORTE EI LF ocetere erics 


pe 





CADMAN MANUFACTURING CO. 
2038 N. Telegraph Road 
Dearborn 7, Michigan 

U. S. & Can. Distributors for KIEFER Expandro watch bracelets 











W hat type buys typewriters? 


High school and college students, this jeweler supposed—but he found out otherwise. He discovered 


a rich market, and sells 50 portables a year 


1 


® SEVERAL WORRIES bothered Daniel Frank when 
he decided to sell portable typewriters in his 
small store in Mesa, Ariz. 

Was the market too competitive? Were too 
many stores already offering typewriters? Would 
his customers think they’d be “‘taking too much 
of a chance” in buying a typewriter from a 
jewelry store? What could he do about servicing 
and repairing those he might be able to sell? Mr. 
Frank gambled that he could overcome all of 
these difficulties. He did ... and here’s how. 

He gears his advertising to the gift market, 
especially to families with children of school age. 
He reminds parents that a typewriter is a lasting 
gift and that children should learn to type early. 
Not only will the child profit from the machine, 
he says, but it can be of use to every member of 
the household. 

This gift approach, Mr. Frank feels, is sound 
psychology. Most adults want a typewriter but 
hesitate to buy one for themselves. They will 
respond, though, to the idea of buying a portable 
for junior’s benefit. Result: junior gets a useful 
gift and everybody else in the family gets the 
convenience of a typewriter. 


PROOF OF THIS PSYCHOLOGY is the fact that he 
sells most of his typewriters to adults. Originally 
he believed that high-school and college students 
would be the purchasers. 

To remove the customers’ fear that buying a 
typewriter in a jewelry store would be “taking a 
chance,’ Mr. Frank made several arrangements 
to insure confidence. A salesman from the manu- 
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facturer instructs salespeople on the character- 
istics of the typewriter. “My employees can de- 
scribe a machine intelligently,” says Mr. Frank. 
“They can give a thorough demonstration when 
they make a sale.” He also has an agreement with 
manufacturers, so that if, in the first month or 
so, there are any mechanical difficulties he issues 
a new machine to the customer. The damaged one 
is returned to the supplier and a new machine is 
sent in its place. 

“To top it all,” Mr. Frank went on, “I have a 
watchmaker who can do minor repairs. The ser- 
vice is free, and it sure is a drawing card.” 

Mr. Frank capitalizes on long-established, no- 
down-payment terms, with weekly or monthly 
payments. Since most competitors ask at least 
one-third down, he has found this method a great 
incentive to buyers. 

He uses big, showy newspaper ads, which stress 
the convenience of time payments and emphasize 
color, weight, touch control, durability of casing, 
and other mechanical features of four nationally 
advertised brands. Last December one such ad 
sold 25 portables—which equaled the store’s type- 
writer sales for the rest of the year. 

Another incentive is the something-extra idea. 
Mr. Frank offers an encyclopedia free with each 
purchase, and a typewriter table for $1. 

After one year’s experience, Mr. Frank allotted 
more space to his portable typewriter department. 
It now occupies eight feet of display space and 
five levels of shelving, holding from 20 to 25 port- 
ables. He has a turnover of 50 machines a year in 
competition with eight other stores. es @ 8 
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CUSTOMER = 
“\ SATISFACTION / 


\ is the jewelers =“ 


\ 4 











most valued L 
asset... 


A customer may forget the bargain price 
ss paid for a watch—but will never forget or 

/ \ ‘s forgive the jeweler who sold him a watch 
that did not fulfill its promises. 
























~ 


/ \ 
# \ ZOCICC promises the jeweler— 
/ \ 
Pal \ Superbly designed prestige * watches for 
vA \ men and women with “room to breathe” 
Ps profit markup. Sold only through exclu- 
Pa sively franchised jewelers with full profit 
? protection. Pre-shipment testing and tim- 
ing. Nationally advertised the year ‘round. 
Complete dealer aid kits. Retail price 
line from $49.75 to $2500.00 (Fed. Tax 
Included ) 
Zodiac promises the customer— 
A superbly designed precision watch with 
an “honest-to-goodness’ one year guaran- 
tee. A selection from the most complete 
automatic watch line available. A watch 
that will serve truthfully under most trying , ‘ 
onditions and over a long span of years. eubrsnnee 
is 5 SP ) \ franchise information 
. \ and catalogue, write: 
* 





15 West 44th Street, New York 36, N. Y. 





"Official watch of the Swiss Federal Railways 
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Your Christmas 


Diamond 


the Gemolite 
SELLS DIAMONDS BY INCREASING ... 
customer confidence, customer 
satisfaction, store prestige. 


Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


Manufactured and sold by 


GEMOLOGICAL INSTITUTE OF AMERICA 
Instrument Division 

11946 SAN VICENTE BOULEVARD 

LOS ANGELES 49, CALIFORNIA 


UN-DIAMONDS (from page 102) 

ket for many years and have commercial as well 
as jewelry applications. The white stones were 
also promptly considered for jewelry use, but 
though white sapphires had a head start in pro- 
duction, they soon gave way to the newer spinel 
stones, for a number of reasons. 


SPINEL IS A SINGLY REFRACTING STONE and has 
the greater clarity that appears to be character- 
istic of a substance with this property. As made 
in the Verneuil furnace, it is completely colorless 
and in small rectangularly faceted, straight-edged 
stones it is the most deceptive un-diamond we can 
find. Periodically we read in the press of the 
planned, systematic deception of the pawnbrokers 
and shopkeepers of a community (most recently 
it was Buffalo, was it not?) by an individual of- 
fering well-mounted, emerald-cut spinels as dia- 
monds, or perhaps letting the shopkeepers buy 
them under the impression that they are dia- 
monds without themselves specifying the identity 
of the stone. Well-cut synthetic spinels are often 
used as side stones in place of baguette diamonds 
and they look very well. Since we do not look 
for fire in this type of cutting, we do not miss it 
in these mountings, and spinel is an excellent 
and inexpensive substitute. White spinels too 
have been sold under various trade names, some 
of them more meaningful, like Alumag, which 
is descriptive of the composition (spinel is a 
magnesia aluminate); apparently a 
stone brings out the poet in copywriters. 


synthetic 


TITANIA, A TRULY BEAUTIFUL STONE, was kicked 
away by a trade which at the same time was 
bemoaning a shortage of Jewelry stones. Titania 
is a perfectly good name, poetic even. In chem- 
istry it is simply descriptive of its composition, 
an oxide of titanium. In literature, it is the name 
of Shakespeare’s Fairy Queen, in A Midsummer- 
Night’s Dream. But the merchandising geniuses 
weren't content with that. How could one charge 
more than another (depending not on costs but 
on what he thought his traffic would bear) unless 
he created a more intriguing or deceptive name 
than his predecessors had been able to devise 
to befuddle the customers? Normal sense, plus 
a natural reluctance to being exploited, com- 
pleted the murder; and all titanias, including the 
more striking canaries, ambers and blues, be- 
came dead ducks. 

Titanias are doubly refracting, very strong in 
dispersion, and do not seem to be completely 
clear. Clarity as a factor in gem-stone brilliance 
was discussed in an article several years ago. 
True whiteness was never attained, though the 
addition of alumina to the raw titanium oxide 
powder for the boule does make a final product 
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that is a little less cape-colored. Nevertheless, 

when the very obvious off-white stones were 

marketed, they were foolishly likened to dia- 

monds, and naturally proved to be even harder 
popularize than dark capes. 


NOW WE HAVE FABULITE, and we can fervently 
hope that some jewelers will have learned a 
lesson. Various and sundry names, intended to 
confuse the public and permit varying prices on 
fixed-cost merchandise, are of no help, as we have 
seen, and will not be accepted anyway. No com- 
parison of fabulite should be made with any 
other stone. It needs no suggestion of a resem- 
blance to sell, for it is an attractive gem stone 
with its own place in the market and should not 
be shown by a jeweler with any mental reserva 
tions as to its merit. 

A jeweler who is reluctant to divulge its great- 
est weakness, or who thinks that his customer 
will not heed his caution about its wear (the 
same caution he would make on the sale of an 
opal, emerald, olivine or peridot, to name a few 
commonly in use) would be unwise to risk the 
loss of good will for a single profit. Fabulite 
cannot stand abuse, but with proper care some 
fabulites have already given years of pleasure. 
both the manufacturer and the distributor alike 
are insistent that in showing a fabulite no com- 
parison with a diamond should be made. We 
have seen lovely clear blue fabulites and who 
knows but that some day they may appear in 
other colors? So certainly the fabulite must stand 
on its own feet and get its own reputation, not 
as a substitute or an imitation. 

So far, fabulite seems to present no identifica- 
tion problem. Although the refractive index is 
too high for the refractometer and it has no 
double refraction to show up on a polariscope, 
tests do not appear to be necessary. The strong 
dispersion and perfect clarity without double 
refraction (titania) are obvious in louping and, 
once seen, are unmistakable. An ordinary north 
light is all that is needed; where most diamonds 
would show only white, the fabulite shows 
spectral colors. If there were any doubts, a com- 
parison with other known stones under the same 
light conditions would dispel it, by making the 
strong dispersion readily apparent. Loose stones 
will quickly show up their high density in a 
simple specific-gravity determination, such as in 
one of the Cargille Density Liquids supplied for 
just this purpose. In body color, one would call 
it a light brown, but it faces up as a white stone 
as far as dispersion will let one see a body color. 

After the earlier article on fabulite, a question 
about the true hardness was raised and a normal- 
ly reliable authority queried the 6-to-614 figure 

(Please turn page) 








Pe wets ~~ wate Rosa PR a ee ee 











Feinstein & Co.. 
ew York. 


‘be sure you get 
genuine 


LINDE’ 
STARS 


The magnificent syn- 


thetic sapphires 
rubies that 


Star in the lovely 


exclusive designs of 


: synthetic gems ask for 
these leading manu- LINDE Stars specify 
facturing jewelers vour order be sure it 


star all-ways In yvour facturers, the nation's foremost 


profit-picture 


NEW YORK CITY 

Alsan Mfg. Co. 

Beckerman & Lerner 

Belenky Bros., Inc 

J. L. Brandt Co. 

Coronet Jewelers 

Davidson & Sans Jiry. 
Co., Ine. 

E. S. Feinstein & Co. 

Fiyer Brothers 


Harry & Ben Frackman, 


ne. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jirs., tne 
Benjamin & Edward J. 
Gross Co., Ine. 
Harry Guise, Ine. 
H. Hamburger Co.. Ine 
irvring Co. 
3. Jollofsky & Sens, Inc. 
Kahn & Co. 
Morris Kaplan and Sons 
Charles Koppel Ring Co. 
K. S. K. Jiry. Co., Ine. 
Mercury Ring Corp. 


CHARLES F. WINSON 


Beautiful Linde Stars are mar 
made in Union Carbide’s Chicag 
plant eut and polished for 
and brilliance carefully graded 
for quality and distributed 
through Linde’s exclusive dis 
tributors. ANI) because Urion 
and Carbide’s unsurpassed quality 
controls assure the FINEST in 


appears on your invoice 
You can count on these manu 


manufacturing jewelers, who 
prefer LINDE Stars. 


te Perkel & Co., ST. LOUIS. MO 

In 5 
po. Perkis Kinsley & Sons, Ine 
Samuel Platzer Co.. Ine 
Ss. & M. “ Co OHIO 
David Sarkin, Ine. 
William Sehneider a ennai Co 
Schuman & Donchi, Inc. - 
Seltzer Bros. ete 
Skalet Mfg. Co., Inc. sae See... tan 
Untermeyer, Robbins & , 


o.. Ine. 
Wax & Skolnik, Inc PENNSYLVANIA 
1. R. Wood & Sons, Inc Byard F. Bregan 


BUFFALO. N. Y Helm and Hahn Co 


Tee ote n ew ied Co. PROVIDENCE. R 
Dolan & Bullock 


CHICAGO, ILL. Ine. 

Ed. Cain oS. h.. 

Hirsch and Oppenheimer 

Louis Lang NEW JERSEY 

Stein & Elle nbogen Co. Acme Ring Mfg. C 
ine 

INDIANAPOLIS. IND. Church & Company 

Goodman and Company fF g@ F. Felger, Ine 

MINNEAPO' IS,MINN. 2#0e! Ring Mfg. Co 


Ostby and Anderson Jones & Woodland Co 
Ring Specialty Co inc. 


3 
n= 
F 





WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36+ COLUMBUS 5-2656 


“Linde is a registered trademark of Union Carbide Corp.—a synthetic gem 





|UN-DIAMONDS (from preceding page) 

that has been generally accepted. Accordingly, 
‘a new set of tests was made that confirmed the 
earlier ones, and contradicted the other report 
based on casual testing by scratches. 

THE MOHS’ HARDNESS FIGURES are very inexact. 
(That is why we always give the hardness in 
fractions instead of decimals in listing inter- 
mediate hardnesses, for decimals seem to imply 
more precision.) A device called a Knoop in- 
i'denter gives more accurate and reproducible 
figures, and the following tabulation shows hard- 


pc 


1s “rena” 


ness figures obtained on fabulite and on a feldspar, 
the mineral Mohs picked for his number 6. 
Fabulite Knoop Mohs Decimal 
samples Number Equivalent 
l 720 6.53 
2 919 6.00 
3 926 6.02 
4 578 6.15 
Moonstone Knoop Mohs 
] 380 9.6 
y 498 5.95 
With moonstone less than 6, the comparison 
is obviously pretty academic anyway. No one 
claims that fabulite is suitable for phonograph 
needles or wire-drawing dies; it’s just a beauti- 
ful stone, worthy of fine jewelry and of the care 
that we accord any of our more treasured pos- 
sessions. Zee 


Christmas “Grab Bag’”’ 
is a good traffic builder 
There was laughter and excitement aplenty 


last Christmas time at Thomas & Thomas, Jewel- 
ers, in Colorado Springs. And a lot of extra 








business too. 
A huge open box, covered with white paper, 
its own Eye Appeal appeared about the first of December, just inside 
. its own message the store entrance, and over it a sign, blocked 
“Grab Bag... Values 


By giving 
your package 


of product quality and out in red letters, reading: 
beauty .. . there -— up to $39.95... $1.” 

extra salesman working Inside the box nestled gift-wrapped packages, 
most — in your window ring and some very small, some as large as a cigar box, 
and at your counter. You can watch boxes Che shoppers paid their dollar and took their 


make the final influence on choice. 
your most discriminating that sell 


customer by giving him the look etl s | , :, 

papens ee minions y : ventory odds and ends and leftovers. But a few 
ction, provider merchandise ) ae eae “i naka 

ni Gee atenines Gti @ 8 items were in the $40 category—watches, small 


Rocket Jewelry Box diamond rings, expensive costume jewelry. None 
was valued at less than $2, so no one felt short- 
250 7.75 doz. 324...11.50 doz. | changed. 
| The promotion was not advertised, but it got 
results immediately, and within a week Thomas 


ROCKET result 
z omas had set up a new record of early- 


JEWELRY BOX INCORPORATED season gift buyers. In all, more than 500 custom- 
125 E. 144th ST., NEW YORK 51, N. Y. evs “erabbed.” 


for you, where it counts 


Merchandise was chiefly shelf-warmers, in- 


118...11.50 doz. 410...5.50 doz. 
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They're New 





Speidel’s new “Calypso” watchband has 
black panels set alternately between gold- 
filled links. In smooth black or leather-grained 
black. Heavily advertised on TV through the 


(Christmas season. 





Longines “All-Guard” Automatic C is shock- 
resistant, waterproof, dust and rust proof, 
antimagnetic. Sweep-second hand. Slim, flat 
case with recessed crown. With strap, $99.50 
FTI; with band, $110. 
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New setting for baby bronzed shoes for the 
Christmas season. Rectangular frame for 
photo or snapshot. Shoes plated in bronze, 
silver or gold. Bron-Shoe Co., 267 E. Broad 
Street, Columbus, Ohio. 
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| ADVERTISED IN 


i 








adds weight 
to your selling... 


because people respond to LIFE 


LIFE is read by 3 out of 5 households in an average 


community in 13 weeks...which means many of your 


customers regularly read and respond to LIFE. 


Feature these jewelry items advertised in LIFE during November: 


November 4, 1957 
Argus Cameras and Projectors— 


‘ } 
Pave, +-cCK NOT 


Bell & Howell ls pape 
DeBeers Consolidated Mines, 
| td.—page, 4-color 


A. H. Pond—Keepsake Diamond 
Rings—!4 page 
Ll ongines-W ittnauer—LeCoultre 
W atches—page 
Schick, Inc.—-Schick Powershave 
page, 4-color 
Shuron Optical Co., Inc.— 
ly page, 2-color 
Vant Air Contact Lenses— 4 page 
Westinghouse Electric Corpora- 
tion— I V-Radio—page, 4-color 
Lamp Div.—-Beauty Tone Bulbs 
page, 4-color 
General Electric Co.—Skillets— 
page 
Gold Filled Manufacturing 
Association—l page, 2-color 
Philco Radio—page 
Swank, Inc.—Men’s Jewelry— 
l4 page 
Radio Corporation of America 
Tube Division—page 
Owens-Illinois Glass Co. 
Libby Glass—page, 4-color 


November 11, 1957 

Bell & Howell Co.—]4 page, 
2-color 

Burroughs Adding Machines— 
4 page & 14 page 

Columbia Broadcasting System 

page, 4-color 

Esterbrook Pen Company— 
page, 4-color 

General Electric Co.—Portable 
A ppliances—page 

Helbros Watch Co.—]4 page 

Longines-Wittnauer Watches— 
page 

Minolta Cameras—\4 page 

Parker Pens—page, 4-color 

Philco—Radio & TV—page 

Polaroid Cameras—page 

Sunbeam Frypan—page, 4-color 

Swank, Inc.—Men’s Jewelry— 
4 page 

Sylvania Electric Products— 
Radio-T V—page 

Webcor Products—l4 page 


November 18, 1957 

J. R. Wood & Sons—Artcarved 
—l,y page 

Bell & Howell Co.—spread, 
4-color 

The Carter’s Ink Co.—4 page 

General Electric Co.—Portables 
& Consoles—page, 4-color 


Girard Perregaux Watches— 
lf pare 

Gold Filled Manufacturing 
Association—ly page, 2-color 

International Silver Company 
Sterling Division—page, 2-color 

Longines-Wittnauer— Wittnauer 
Instrument Division—page 

Mido Watch—page 

Parker Pens—page, 4-color 

Radio Corporation ot America 
Radio-Victrola—!y page 

Schick, Inc.—Schick Powershave 

pare, 4-color 

Swank, Inc.—Men’s Jewelry 
page, 4-color 

Webcor Products—page, 2-color 

Bell & Howell—spread, 4-color 

Sylvania Electric Products, Inc 
Photolamp Division—!,4 page 
Radio & TV—!4 page 

W ebcor, Inc pare, 2-color 

The Wurlitzer Co.—Organs 


I 2 page 


November 25, 1957 

Arvin Industries, Inc.—Radios— 
V2 page 

Buxton Wallets—page, 4-color 

Esterbrook Pen Co.—page, 


4-color 


Eversharp, Inc.—1!4 page 
General Electric Co.—Skillets— 
page 


Hallmark Cards, Inc.—page 
Longines-Wittnauer Watches 
page 
Norcross Greeting Cards—page, 
4-color 
Norelco Shavers—page, 4-color 
Philco—Transistor Radio, 
Model 6—page, 4-color 
Polaroid Cameras—page 
Prince Gardner Company— 
Wallets—page, 4-color 
Radio Corporation of America 
Radio-Victrola—page 
Ronson Corporation—Shavers— 
page & 14 page 
Scripto, Inc.—Pens & Pencils 
page, 4-color 
Sheaffer Pen Co.—page, 4-color 
Smith-Corona, Inc.—Typewriters 
page, 4-color 
Sunbeam Mixers—page, 4-color 
Swank, Inc.—Men’s Jewelry 
page, 4-color 
Underwood Typewriters—page, 
4-color 
Webcor Products—page 
Sylvania Electric Products 
Radio-TV—page, 4-color 
Ronson Electric Shavers—page, 
& 4 page 


LIFE is read by 12,000,000 households every week 


Audience source: A Study of the Household Accumulative Audience of LIFE. 
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NEW DISCOVERY, 


ema Pat. mi Si be, 


They re 


The “Sutton” watchband has solid-contout 
end links that create the illusion of a con 
tinuous all-metal band. Fits any wrist. In 10K 
vold-filled finish, for $11.95 FTI. Wadsworth 

Iladley division of Elgin 
Se a 


ae na 


PARC ; lt as 9 >. 
DI Al DRINTI “ 
LAIN of PRINT! | LeCoultre’s ‘‘Pockette Alarm” watcn re 
Midby ARCH CROWN TAGS, INC. | minds of next appointment, parking meter 01 
217 Halsey 5%! | ! ! 


Newark 2 NJ train time. Attach chain for lapel watch; 


pull out easel ring for desk watch. In four 


ah styles. With leather pouch, $77.50 FTI. 


AWARDS WORTH ) GIVING 





Man’s tie bar and cuff-link set in black onyx 
against sterling. By Ripley & Gowen Co., 
Attleboro, Mass. The links retail for $10; the 
set for $15. 


ARLEN TROPHY xc 


50 GOLD ST., BROOKLYN 1. W._ y. 
Largest Selection of Trophies tn The Woria 








“Paul Revere Reproduction” 3%” bowl, 
creamer and tray in silverplate. Regular price 
$12. From International Silver Co., Meriden, 
Conn. The bowl alone is $2.95. Also 
J-inch bowls. 


5- 7- and 





Be Oe Be Bee Oe Oe Oe Se Se Se B+ @ Or Oe Ore s -s: -@--@--4-@- @-@ 


Yours to Profit By 


Autumn Leaves . 


The golden beauty of autumn is 
reflected in the satin-like finish of 
this 14k brooch. with 5 cultured 


pearls. 


F & F Felger, Inc. 


480 Washington Street 
Newark 2, N. J. 





Pe ee ee ee ee ee ee ee ee es ee se ee ee ee er 





dsarter and Sons 


set of “Out of This World mens / 4 | | (MAKERS OF FINE JEWELRY 


SINCE 1865 








y by Squire, Inc., Taunton, Mass. The 
tie clasp and cuff links shown here retail for 
$5 plus federal tax. Sets in other designs retail 


from £2.50 to $20. 


MANUFACTURING IN 
PRECIOUS METALS 
EXCLUSIVELY 


14 KT D-E-A-R-E-S-T CHARM 3443 ST. 











Tripie-heart pendant in palladium and cul- 
tured pearls is the latest in the new “Senti- 
mental Group” line by Lucien Piccard. Small Ad’ , 
heart in center is set with round diamond. af © + \ DN 
Chain of palladium links and pearls. Season s we : 


— 

4 > ™ 

| , 
. 


r *) 
Greetings > 
TO OUR 
WHOLESALERS 
ACROSS THE 
COUNTRY 


This six-stone cabochon jade brooch combines 
the jade with exquisitely-wrought leaves of 
14K yellow gold. Created by the Art-Craft | 
Jewelry Co., New York, the br r | 
Ne Oe cee Sane en eee ETO i J. M. FISHER COMPANY, Attleboro, Mass. 


retailed for $75. 
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Regardless of the gift-7™ . there is a~ 
Lindley box-for every need. Styled _ 
to save~time, money and space,-the-" 
Lindley folding box beautifully answers 

today's modern giftware’packaging 
requiremefits. There is a complete 


— 


line in white—so right for every 
gift occasion in the year. 

Write for samples and 
'lustrated catalog. 


50, ideal far stem 
ware, bohbon 
dishes, deep 
bowls, toys, etc. 


BOX AND PAPER 


1737 West 2nd St., Marion, Indiana 
A DIVISION OF FEDERAL PAPER BOARD CO., INC. 








“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 








They're New . . . They're 


Photo Charm locket with compartments for 
eight photos. Set with precious and semv- 
precious stones and a diamond in the center. 
By La Triomphe Creations, Inc., 46 West 46th 
Street, New York. 


New fall collection of “Fiancee” diamond 
rings features this princess-type ring with 14 
brilliant white diamonds. In white or yellow 
gold. From Goldstein-Gerson, Inc., 130 West 
46th Street, New York. 


Latest addition to the Universal Coffee- 
matic line, this one makes eight cups. For 
$19.95. Others making two to ten cups from 
$19.95 to $32.95. From Landers, Frary & 
Clark, New Britain, Conn. 
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Yours to Profit By 


“a. you AMONG 


Beg I ea ad a mete A SE SIE SBOE CE EMR AIS: OGIO ELS ACRE i ES OO RBA IE ic Si 


| ee 199 jotatan 7 


There are fewer than 
200 jewelers whose customers are 
potential purchasers of our original designs 
in precious gem jewelry, retailing from 
$200 to $2,000. 
If your clientele embraces this market, 
we believe we can serve you to your 
distinct advantage. 
Inquiries from rated accounts 
are invited. 





A musical-notes motif decorates this musica! FOR OVER 
compact by Elgin American, Inc., Elgin, III. m= 50 YEARS 


46) : nai oo Oe. ~~ fi e 


ASSOCIATED WITH PREFORMED PARTS, INC. 


FACTORY AND OFFICE N. Y. SALES OFFICE 
520 Bedford Road 515 Madison Ave 
Pleasantville, N. Y. New York 22, N.Y 


Stainless-steel steak knife set with hollow, 
contoured handles and serrated, hand-honed 
blades. Packaged in a simulated leather box, 
the set retails for $25. From Schrade-Walden, 


of New York. 


A Gift to Personalize 
smith & smith 
STERLING SILVER CIGARETTE BOX 


Best selling gift for that “person Priced to sell: 
who has everything”... and the No.14” x 3%" 
26%" x 3%" 


4 

A? 

3 4” 3%" 
“a 
4 


a $29.50 
A"... .. $42.00 
A”... $38.50 
fa” oss 0e Geawe 


i 
, 


most appropriate choice for 

group giving. Sterling through- 0. 46%" ' 
Ms" x 1%" $59.00 

34%" x2%"......$75.00 
{ll prices retail 

and include tax. 


out, including the bottom, not 5 8%" 
weighted. Cover gold lined, di- 
vided cedar lining. Mail orders 
filled promptly. Engraving done 
New ring design for men by Karlan & ‘f desired. 
Bleicher, Inc., 136 W. 52nd Street, New York. | Write for Catalog. 
Holds a center diamond and six side diamonds. | ‘ , 
Body of ring has satin finish with polished | smith G&G smith 
edges. Available through distributors. NORTH ATTLEBORO, MASSACHUSETTS 


Prices subject to change with- 
out notice. 
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Thev re New... They re 


RUGGED 


PRACTICAL 


“chip in” to buy 


gift item for those who 


» top man a present, this “Executive Gift” 


The “BEE DEL" Multipurpose Ring Clamp ‘eatures 
sterling In 
ucts, Attleboro, Mass. 


three tie-bars and cuff-link sets of 


leather chest. Foster Metal Prod- 


Demand has shown that the Bee Del clamp is 
no longer an accessory but an indispensable 
part of paired rings. Sold through jobbers. 
Write for nearest dealer. 


BELOVED RINGS INC. 


221 Kasota Bidg. Minneapolis 1, Minnesota 
Distributed in Canada by 
E & A GUNTHER CO., LTD. 
Brantford, Ontario 








MIKIMOTO 


| ; a Saks 4 ‘ by» 9 on a JF, “? 
i U ‘é U RI [.) 7 N RI . Gruen’s “Caliente Caprice” features 
diamonds, 17-jewel movement, unbreakable 
mainspring and dust-resistant case. In yellow 
59.95 with 


two 


or white, the Caprice is priced at 3 
trade-in mark-up. Displays for stores. 


Toastmaster division of MeGraw-Edison Co., 


K. MIKIMOTO & CO. LTD. 
—_ ‘ a : Elgin, Ill., offers this new automatic toaster. 
2 WEST 46th ST.. N. Y. ©. 36, N. Y. Chrome with black and gold-colored handles. 


JUDSON 6 6992-3 Easy cleaning by hinged crumb tray. $18.95; 
in copper finish, $22.95. 









Yours to Profit By 


















The “Skyliner” by Elgin National Watch 
Co. New “wrap-around” crystal sweeps over 
and around the metal rim. In 14K gold case 
with 21-jewel sweep-second hand movement, 
a sells for $150. 





The “Rena,” a new concept in jewelry-box 
design, featuring diagonal display. Suitable 
for one or two rings. Pearlescent shell in choice 
of colors. Rocket Jewelry Box, Inc., 125 E. 
144th St., New York. 





“Touch-O-Matic” 8-day, 7-jewel desk calen- 
dar-alarm clock. In gilt with raised gilt figures 
and luminous hands and hour dots. Panel for 
engraving. From Semea Clock Co., 30 Irving 
Place, New York. 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 
We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


| Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your accaptance or 
rejection. 

We are also interested in cooperating with iewel 
ers who receive calls for older sterling patterns that 
are no longer avaiiable. 

Will also buy diamonds—any size and quality—as 


well as antique and modern jewelry. 


Reference: Jeweler’s Board of Trade or 


Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
























Christmas 
Jewelry! 


25 million Boatmen and countless *“*Landlubbers” 


COLORFUL 


| that will appeal to 


AUTHENTIC INTERNATIONAL CODE SIGNALS, magnificent 
miniatures. Finely enameled in actual Code colors. The ideal 
gift! His Lordship superb quality. 


@~ BRACELETS 
: “a SPY si -_ cs fe 
IUD Cte LS 
—such as this beautiful specimen, signalling “I! Love You!” 
| Sterling Silver, $23.75; 14-Karat Gold, $92. 


- 


4 FLAG STAFF PINS. Choice of any initials or message 
up to 4 flags. 










Ster. Sil. 14 K. Gold 
Flag Staff Pin only $6 $38 
Code Flags attached $1.50 ea. $6.50 ea. 








CUFF LINKS & TIE BAR SETS 


Ster. Sil. 14K. Gold wy tod 
Cuff Links (2 flags) $12.50 pr. $60 pr. 
Tie Bar (2 flags) $ 7.50ea. $52.75 ea. 
Tie Bar (3 flags) $ 8.50ea. $59.25 ea. “i B= 
Write for new catalog and dealer price lis#. 


His Eguyship 


DISTINGUISHED BY ITS AUTHENTICITY 


ee eg —— a 


HIS LORDSHIP 
PRODUCTS CO. 
245 Seventh Ave. 
New York 1, N_Y. 


, 
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acs . They're New 





Build Added Profits with 
Personalized BABY CHARMS 


by Qisher 


Baby charms for mothers and grandmothers 
can help you increase your business. Delicately 
designed and styled in Sterling or 14 kt. Gold. 
Place your order now with your wholesaler for 
Fisher’s baby charm assortment. 


The “Table Chef,” an International Stain- 
less Deluxe chafing dish, convertible into three 
separate dishes. Contrasting wooden handles 
and finial]. 2-qt. food container. For $39.95 FTI. 
Catalog on request 


J. M. FISHER CO. «- Attleboro, Mass. 


: ite oF alone ae fo moe Bt rs 
- see a OME BY et wb 


For Extra 


Holiday PROFITS 3 


EUREKA 
PRODUCTS “Queen For A Day” two-diamond lady’s 


watch designed for the TV show by Helbros 
pith : Watch Co., 6 West 48th Street, New York. 
Pacific Silver Cloth White 


with the famous tarnish proof 


or yellow rolled-gold-plate case and 
matching bracelet. Retail $71.50. 


Mee Ze 
Wee 


THE REGENT Check these Advantages 


Nationally Advertised in the New 
Yorker and House & Garden's 


Book of Entertaining. 


Crafted of solid mahogany, 
finely hand finished with 
brass fittings, holds up to 
150 pieces. This distin- 


guished piece of furniture is 


Prepaid shipment on all orders 
totalling $100. or more. 

a Eureka chest — your as- 
surance of attractive yet Generous Profit Markup and 
practical design, durable co- op advertising plan. 
construction and guaren- Brochures and merchandisers. 
teed tarnishproof with Paci- 
fic Silver Cloth lining. Sold on an unqualified 
Priced to retail at $27.50. guarantee. 





Send now for descriptive literature of the entire 
Eureka line of quality chests, bags, rolls, tables, and 
new “do-it-yourself” drawer liner kit. 


“Echo” and “Sir Echo” 22-jewel watches by 


Hamilton. Swirled lug tifs, easy - to - read 
EUREKA MANUFACTURING CO. ee 


dials. In 14K white or yellow case. With black 
Taunton, Massachusetts bands, the Echo retails for $110; the Sir Echo 
Preferred by the most discriminating — The Silver Industry for $135 FTI. 
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OLD DIAMONDS NEVER DIE (from page 72) 
presence, even a simple outline drawing, and to 
have it both modern and good. That is the mark 
of a truly personalized service. 


WHEN A CUSTOMER brings in a number of pieces 
containing many diamonds, even if you have no 
designer of your own, you can send all the jew- 
elry to your manufacturing wholesaler and ask 
him to send you some designs showing what can 
be done. Give him a rough idea of the customer’s 
desires, and be sure he understands that his de- 
signs should require the addition of new dia- 
monds to those the customer already has in her 
jewelry. 

It is a simple matter to plan designs that call 
for a few added diamonds. For example, there 
may be an odd number of a certain size, and the 
new design will have a symmetrical pattern that 
calls for one more to make a pair. An old round 
may need some decorative baguettes to give it 
the sleek modern luster. The more difficult thing 
is to avoid adding too many, but it is important. 
You are making essentially an economy appeal 
—‘‘For very moderate cost, your old jewels can 
be made into something worth far more than you 
have to pay.”’ Don’t let the addition of too many 
stones spoil that argument and prevent the sale 
of any. 

The real problem children of the remounting 
business are those small old pieces with rose-cut 
and old-mine-cut diamonds. These will look their 
best only in antique reproductions. There is 
a manufacturing jeweler in New York who does 
a beautiful job with these, particularly with small 
brooches. He frequently sets the pin in an enamel 
background without changing the design and 
uses this as the central motif in a bracelet of 
antique design. Diamonds can be added easily, 
either surrounding the enamel background or 
where the enamel plaque joins the rest of the 
bracelet. 


WHAT CALLS FOR MORE IMAGINATION is the 
piece with a few small diamonds—diamonds, 
often, of varying sizes and colors. In the filigree 
jewelry of 30 or 40 years ago—and there is a 
lot of this in circulation—there are oblong and 
marquise-shaped rings with three to five dia- 
monds running vertically through the center. 
Usually the center diamond is larger with smaller 
ones on either side. The same period produces 
brooches, bracelets, and pendants of similar de- 
sign. Frequently, the diamonds are mounted low, 
in collars, and do not show to advantage. One 
of the joys of working with these is that the 
remounted diamonds will look larger, to the de- 
light of the customer. 

(Please turn page) 
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“ORIENTA” Cultured Pearl Gift Suggestions 


Cultured Pearl Christmas Wreath. 
Cultured Pearl Drop Pendant Necklace. . 
Cultured Pearl Tie Tacks (Matching Earring Available) 


Mat of above illustration available 
Write for memorandum selectton. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 











NOBLE GOLD SOLDER 


since 1876 


“Best on earth" 
EASY FLOWING 


DUCTILE 
GOOD COLOR 


....F. 8 NOBLE a company 


Manvtecturers 
® Brand Soiders and Nobie Findings 
. rT STREET AGO 2} 


ORDER FROM YOUR WHOLESALER 


F. H. NOBLE & CO. 


559 West 59th Street 
Chicago 21, Illinois 











io easy! te prottable! 


Stamp names or monograms 
on 

Fountain Pens + Writing Papers 

Leather Goods - Gift Items 


Quick service clinches sales 


This beautiful mono- 
gramming adds “buy 
appeal” to your mer- 
chandise. Stimulates 
sales. Goods stay sold 
and cannot be returned 
for credit or exchange. 
You can rent a 
Kingsley Machine 
on easy terms. 
Write for details. 


KINGSLEY STAMPING MACHINE CO. 


HOLLYWOOD 38, CALIF. 


HAS EVERYTHING 
Now available 
for immediate 
delivery. 

Plain style, 
keystone price, 
$7.50 ... in- 
itialed style, 
keystone price, 
$10.00. Prices 
include leather 
Carrying cases. 
Illustrated 
actual size. 


530 Madison Ave. 
New York 22, N.Y. 
PLaza 3-8688 


OLD DIAMONDS NEVER DIE (from preceding page) 

With many of these pieces, especially where 
the number of diamonds is limited, you can take 
advantage of the present popularity of gold Jew- 
elry. When you are looking at gold jewelry lines, 
always select a few pieces to which diamonds 
could be added. There are many beautiful brace- 
let medallions that simply cry for diamonds to 
be added. Beautiful gold balls an inch or more in 
diameter, also to be worn on bracelets, can have 
small diamonds of varying sizes star-set. As the 
diamonds are separated, it will not be noticeable 
if they don’t exactly match in color. There are 
gold ball earrings and smart, modern high-domed 
gold rings which could be sold to match. The 
star-setting of diamonds is enjoying a_ fresh 
popularity and it does enhance the beauty of 
small diamonds. 


THE PHRASE “OPEN-END” is often used on the 
financial pages, sometimes in connection with 
mortgages, sometimes referring to investment 
trusts. Why not open-end diamond jewelry sales’? 
In the redesigning of old jewelry, most sales can 
be left with an open end by suggesting a com- 
panion piece to be purchased later. 

The modern version of the gold bowknot, for 
example, can take diamonds of odd sizes and it 
is Wearable in many ways. Several designs are 
made both in brooches and in earrings. There 
may not be enough diamonds in the old pieces for 
both brooch and earrings, but it is up to you to 
sell the customer on the idea that she must have 
both. If she feels that when she has bought the 
brooch she has spent all she can at the moment, 
implant the idea firmly that the earrings are 
something for the future. If she comes into your 
store later wearing the brooch, admire it but re- 
mind her how much more important it will look 
when she gets the earrings. 

Gold bracelets should be the jeweler’s delight. 
Any number of diamonds can be used, but the 
bracelet offers the possibility of keeping the cus- 
tomer coming back indefinitely for additional 
diamonds. The wider the bracelet, of course, the 
greater the opportunity to use more diamonds. 
The same idea can be followed with small! dia- 
monds star-set in the forever popular gold bangle 
bracelets. 


OLD JEWELRY will remain in bank vaults or the 
backs of bureau drawers or continue to be worn 
without enthusiasm unless you do something 
about it. You need to waken your customers to 
the fact that this old stuff, too, can be beautiful. 
Call it a service that you are prepared to offer 
(service always has consumer appeal), but never 
lose sight of the fact that to you it is a diamond 


sale, 
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lt is important enough to be launched with a 
Special promotion. Some of those at whom your 
promotion will be aimed will have to get their 
Jewelry out of a vault so a one-day promotion is 
too short. If you use radio or television advertis- 
ing, use the same approach in your commercials 
that you use in your newspaper advertising. Tele- 
Vision gives you an opportunity for a before-and- 
after demonstration. A personalized selling letter 
should go out to all of your customers. Overlook 
none of them. You never know who has what 
hiding where. A good, thought-provoking phrase 
should appear everywhere—in your advertising, 
your letters, your windows, and your diamond 
department. Choose one that suits your own situ- 
ation. Possibilities might be— 

“We can give you new pride in your old dia- 
monds.”’ 

“Diamonds are timeless but mountings grow 
old.” 

“Give your old diamonds a new chance.” 

‘Streamline the diamonds in your old jewelry.” 

“We can make your old diamonds look larger.” 

‘New diamond jewelry from old.” 

“Give your diamonds a new dress.”’ 

For a window display, get hold of some old 
diamond rings with half-carat diamonds in them. 
Make a row in your window: first, the old rings, 
then fine new ring mountings without the center 
diamonds, and then new rings set with half- 
carat center diamonds. By all means, have new 
mountings with a lot of diamonds to make the 
half-carat diamonds look really beautiful in the 
new surroundings. 

To show what can be done with gold jewelry, 
have some old jewelry, the junkier the better. 
Show the gold jewelry with no diamonds and then 
show the gold jewelry with diamonds. Always 
have more diamonds than the original pieces 
show. The same thing can be done with bracelets, 
showing that diamonds can be added over the 
vears. 

Women love a bargain. In presenting any sug- 
gestion to your customer, be sure to tell her what 
she would have to pay for any piece she likes if 
she had no diamonds of her own to be used in the 
design. The expense of remodeling with the added 
diamonds will seem small in comparison. This 
will appeal to her bargain instincts and help you 
to sell. 

The more important the piece when finished, 
the more attention it will receive and the happier 
the customer will be with it. In her delight with 
it, if you have done a good job, she will tell all 
her friends about your services. When she thinks 
of her old jewelry, you will seem nothing short of 
a magician to her. And the magic will be recorded 
in your cash register. Zee 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 








by Manny 


Silverman 


REPEATS—MAKE 
THE DIFFERENCE! 


THERE IS A SOUND REASON 
WHY WE ALONE ARE CALLED 
BACK YEAR AFTER YEAR 
TO CONDUCT REPEAT SALES 
FOR THE SAME JEWELERS 

















Ours is a service business. When we contract with 
a storekeeper tor a sale our object is to prove to 
the storekeeper, that under the economic condition 
existing today he must and should run a sale every 
year. This sale is designed to produce three results. 


Raise Cash tor Excess Inventory. 


KO 


Open & Reopen Accounts. 


Give the store a peak period twice a year 
Christmas plus Sale) AND MOST IMPORTANT! 
That it is profitable for MR. STOREKEEPER to 


pay us our commission and call us back year 


LA) 


after year. 


Our prime interest therefore is to try to keep you 
in business. If we accomplish this we now have 
gained our most important objective, AN ANNUAL 
ACCOUNT. 


When we contract for a sale we leave nothing to 
chance .. . You know beforehand exactly what the 
entire operation will cost for the length of the entire 
sale .. . You know beforehand the markup you wil 
sell at... You know beforehand how much volume 
it is necessary to do, to cover cost of merchandise 
expenses, our commission plus your normal profit 
potential for the same period. 


A realistic jeweler will at least give us the oppor- 
tunity to listen to our plan. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: PLaza 7-4693 











5 pc. Merrimere Tea Service 
Reg. $155 NOW $110 
(20" tray shown, $40.) 


Paul Revere 
Punch Service 
Reg. $153.90 
NOW $125. 


holiday 


pr omotions = 
from Wallace Szlv Pie 


® Both are limited time offers... solid values in heavyweight silverplate . . . perfect 


merchandise for display...good items for advertising! ™ First, there's a repeat success 
from last year—the Paul Revere Punch Bowl, 15”, 3 gal., regularly $60—now only 
$39.95 or the complete Paul Revere Punch Bow! Set——bowl, plus tray, ladle, and 
12 cups. A regular $153.90 value, specially priced at $125. Then there's the new 
Merrimere Tea Service Promotion. A beautiful 5-piece, heavyweight set —tea, 
coffee, sugar, cream, and waste. Regularly $155—now just $110. @ If you haven't 
already ordered these two top Wallace promotions, place your order now. Re-orders 
will be accepted through December 31. Both items will be featured in a full page 


advertisement appearing in the November issue of Town & Country. 


WALLACE SILVERSMITHS |. NY | 


All prices retail incl. Fed. tax. at Wallingford, Connecticut... since = 
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able top § fashions 


New line of golden-colored glass called “Golden 
Tempo” is introduced by Libbey Glass division 
of Owens-Illinois Glass Co., Toledo, Ohio. In 16-, New accessory piece is this Lazy Susan dip 
12- and 6-ounce sizes. Eight of one size in gift | 3 


server, fashioned of brass and crystal with topaz 
carton for $2.30. 


or emerald-colored knob. Fifteen-in. in diameter. 
the item may retail at $20. By Buehner-Wanner, 
Kast Norwalk. Conn. 


Part of a line of new giftware items is this 
square decanter with a flat-topped stopper, richly 
cut by hand. The piece may be retailed for $10. Trio of vases in heavy crystal from Sweden in- 
From Fostoria Glass Co., Moundsville, W. Va. clude, left to right: Odes. colidvical wace. 29 vena: 
1114-in. vase, $10; and hand-cut 8-in. vase, $8.50. 


From D. Stanley Corcoran, Inc., New Y ork. 


greens, reds and yellows. Five-pe. setting retails tern on bone china from England. Five-pe. setting 
for $10.95. From H. E. Lauffer Co., Inc., of New retails at $21.75. From Josiah Wedgwood & Sons, 


York. Inc., N. Y. 
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able top § fashions 


Leaf-shaped sweetmeat dish is in tarnish-re- 
sistant silverplate, made by the W.M.F. factory in 
Germany. Handmade, it is 11!-in. long and may 
be retailed at $10. From Ikora Importers, Inc.. 


ol Ne “ Y ork. 


Four from group of 12 canape plates with fish 
designs printed in brown on ivory Spode Im.- 
perial: also made with game bird centers; retail 
$25.20 a dozen. From Copeland & Thompson. 


Inc.. New Y ork. 


(‘Commemorative plate with naturally colored 
center was brought out by Bertson House, Ltd.. 
New York. in honor of the Queen’s visit: indi- 
vidually packed in reshipping carton to retail for 
$4.75. 

Two stemware designs in Kosta crystal from 

Sweden. Left, “Kuba” with square-cut button in 

stem: right, “Kristina” with cut stem. Either 

retails at $24 a dozen. From Ebeling & Reuss Co.. 


Philadelphia. 


Cone-shaped shakers in stainless steel from New “Kenmore” pattern in Aynsley bone china 
Sweden with twist-on plastic bases. 61'4-in. sugar from England is done in soft gray blue with plati- 
shaker, $4 retail; 41-in. salt, $2.75: 334-in. pep- num edge line, on Doris shape. Five-pe. setting 
per. $2.50. Gift boxed. From Gense Import. Ltd.. $19.75 retail. From Fisher, Bruce & Co.. Phila- 


Branchville. N. J. delphia. 
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INE WY ...:c8:5 mink crass 


MERCHANDISING 
PROGRAM 


It’s easy! It’s sure-fire! The great new profit-making pro- 
gram Fostoria is launching to help you sell more Milk Glass! 


National advertising helps you sell — A full-page, full- 
color ad in House Beautiful launches the program 
shows a host of exciting new Milk Glass pieces . . . tells 
women how right they are to decorate their modern or 
traditional homes with Fostoria Milk Glass! 

New merchandising kit is available to stores offering 
a broad line of Fostoria Milk Glass. There's a new display 
that shows and tells how Fostoria Milk Glass goes with 


SALES DOUBLED DURING PAST TWO YEARS! 
GET YOUR SHARE OF THIS BUSINESS. MAIL 
COUPON FOR FREE MERCHANDISING KIT. 


3088086080808 See eee ee 








Name 


Store. 


aA) TH BTL 


“Fostoria MILK GLASS 





a0 right with 


PERIOD 


furarshings 


every period of decoration, and tips on how to use the 
display most effectively. 

Other sales aids are included in the kit. Mat and ad sug- 
gestion to help you back up the national ad in vour home 
town. An ad easel reminds customers. 


Check your stock. Sales of Fostoria Milk Glass have 
doubled during the past two vears. Be sure you can meet 
your customers requests. (And, if vou have been carrving 
only a few pieces, now is the time to broaden vour line. ) 
Mail the coupon for free Merchandising Kit and Display. 


Fostoria Glass Company 
Moundsville, W. Va. 


I am a Fostoria dealer. Please send me the FREE new Milk Glass 
Merchandising Kit and Display. 


Address. 


City — ne ey Pe eS 





Bright Star Sonnet 


NEW Lilt : — 


; 


Ballet 


NEW Balance 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores In 


WYVMALLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
stainless steel polished to a satin finish and beauti- 
fully balanced. Wallace’s Halimark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they’re handsomely 


STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy Fall and Christmas selling season ahead. 
NEW Lilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 


Sonnet . Circe . Ballet . NEW Balance 


16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


WALLACE STAINLESS ...A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . . . SINCE 1835 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 


AVE YOU EVER thought of staging a tea party 

H right in your store? A real tea party with 

real tea, using your finest silver service, 

your loveliest china, and offering a cup of tea to 

every customer who happens into the store in the 
late afternoon? 

This is not, naturally enough, intended to sug- 
gest a permanent thing. Rather, it should be re- 
served for special occasions—a store anniversary, 
perhaps, or even the introduction of a new design. 
For a very low expenditure, it permits you to 
welcome customers and prospective customers into 
an atmosphere of friendly hospitality, and puts 
your merchandise on display when they are in a 
receptive mood. The expenditure of space is low, 
too, requiring little more room than a regular 
display table. 

One more advantage— it sells the idea of after- 
noon tea, a tradition of great charm which has 
been almost forgotten in many parts of the 
country. And if you sell the idea of afternoon tea, 
you have gone far toward selling the proper equip- 
ment for serving it, all of which is on your shelves. 

Shown here is one of the tea tables arranged in 
the George Jensen specialty store in New York 








early in October, for a “Mad Tea Party” staged 
by Jensen’s to exhibit 12 silver services from Reed 
& Barton and from their own Danish silversmithy. 
The store was guided by the Tea Council of the 


United States in the selection of teas from all over 
(Please turn page) 
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THE FINE ENGLISH 


Spode 


Soup Tureen II’ 


Gadroon Spode 


DINNERWARE 





Imperial 









There has been an increasing demand for odd, 
undecorated Soup Tureens. Here is one of the 
finest, with soft off-white coloring and distinctive 
shape. 

It retails for $34.00 and is available from New 
York Stock. A matching Ladle is only $4.50. 


Copeland & Thompson, Inc. 


206 Fifth Avenue. New York 10. New York 


IN STOCK IN NEW YORK 











FRANCONIA CHINA 


One of Europe’s Finest... &e 


Ss 


ONE OF 
THE 
WORLD'S 
MOST 
TREASURED 
DINNER- 
WARE 
PATTERNS! 


Nationally Advertised in 


“DRESDEN FLOWERS" 
House & Garden, November issue. A masterpiece of the 
18th Century recreated for today. True Dresden colors with 
Gold on pure white, translucent porcelain in the Louis XV 
shape. 5-pc. Place Setting: $13.00 Retail (slightly higher south 
& west.) 


39-41 West 23rd Street 


HERMAN C. KUPPER, INC. 39-4! West 23rd Street 








How to capture a great and 


erowing silverware market — 


THE ESTABLISHED FAMILY 


WHAT IS “THE ESTABLISHED FAMILY"? 


[t is the depression family, the World War II family or any family which 
wasn t able to start out with matching silverware but now has a take-home income 


of $4,000 or more. Now they can afford it hut over 45°, of these families still do not 


/ his is The Established 


‘ ‘ 


complete matched services in sterling silver on high-qualit) stlverplate. 
Family—your biggest opportunity for sales. But they have to be reminded 


and sold. ‘That is your job—and ours. And the time will never be more opportune! 


WHAT YOU CAN DO 


kn sf. if vou have not received vour ‘‘Established Family’ brochure. write at once 


to Oneida Silversmiths. Oneida. New York, for vour free « Opy. 


’ , . ‘ 
Second. show yout salespeople the brochure and the 2-page advertisement in the 


November LADIES’ HOME JOURNAL, the second of this series. 


I hird. study your customer list and pick out families who may be ideal prospects for a set 
of Heirloom* Sterling or Community* Silverplate. Phone them or write them—let your 


Oneida representative suggest letters or opening sales conversations. 


Fourth. plan a series of newspaper ads or radio or television commercials aimed at The 


Established Family. Mat proofs and scripts are available. 


Hoe? 


’ 


a with 


Send out Jumbo Post Cords to pros- 


Ae, AGA a 
4 ,'™» ys 


Order a series of free ‘Established As part of your store promotion, put 


most- a small stack of circulars alongside pects, for either Community Silver- 


Family’ newspaper mats in “ 
and 2-column sizes for your the display card on the counter. And plate or 


mail them as bill stuffers. from your Oneida representative 


wanted | Heirloom Sterling Order 


own local advertising. 


Gc } NOW / Tie in with this first and only complete, organized effort in the industry 


to help you open up this lucrative source of business. The opportunity will never be more inviting. 


| never better. Just tell your Community Silverplate or Heirloom Sterling 


[he plans and tools were 


hat you want to take advantage of the program...or write us direct. Do it now! 


repre nt 


()neida Silversmiths 


*TRADEMARKS OF ONEIDA LTD ONEIDA, N.Y 
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CHINA, GLASS & GIFTWARES (from page 131) 

the world, and tea was served daily for a period of 
ten days from 4 to 5:30 o’clock, in the interest of 
promoting the tea service as a true symbol of 
gracious entertaining. 

This particular table was built around Reed & 
Barton's Francis I tea service, one of the most 
elaborate ever produced in silver and a prized 
possession of a maharajah of Central India. 
Covered with a cloth of striped madras, it shows 
not only the silver service but cups and saucers in 
English bone china from Minton in the “Gold 
Maita’’ design, together with exotic accessories. 

Other tables in the group included one using 
Jensen’s own “Melon” design; Lenox’s “‘Caribbee”’ 
china, and a decanter set in Orrefors crystal; Reed 
& barton’s “Burgundy” service with the “Brown 
Rose” pattern in Royal Copenhagen china; and 
other tea services ranging from the elaborate to 
the simple in design. 


A SLIGHT CHANGE in dates has been announced 
* for the Boston Gift Show. A referendum of 
exhibitors resulted in a majority vote for a Sun- 
day opening and a Thursday closing, so the show 
will be held March 9 to 13 in the Hotel Statler. 


HE ROYAL DOULTON Potteries, in England, 

have just issued a new spiral-bound booklet 
illustrating in full color 12 of their earthenware 
patterns, 18 bone china patterns, and the Bunny- 
kins children’s ware. Brief background descrip- 
tions of the two kinds of ware are included in the 
booklet, together with a price list. The booklets 
are available through Doulton & Co., Ine., of New 
York. 


GROUP OF 15 jewelry, specialty and depart- 
A ment stores all over the country have tied in 
with the 13-week series of nation-wide radio 
programs now being sponsored by Josiah Wedg- 
wood & Sons, Inc. Daily 15-minute segments of 
classical concerts are being heard in seven cities 
at times ranging from 7:15 A.M. to 9:15 A.M., 
opening with a short taped speech by Hensleigh 
Wedgwood, head of the firm. The closing commer- 
cial cites the store or stores in the city which 
carry the Wedgwood china. The series will con- 
tinue through December 14 in New York, Boston, 
Chicago, Washington, Dallas, Atlanta and San 
Francisco. 


ENOX, INC., of Trenton, N. J., has brought out a 
i new line of cigarette lighter and urn sets to 
match the dinnerware patterns. The lighters are 
equipped with Ronson mechanism. A complete 
merchandising package including extensive na- 
tional advertising, has been programmed for this 
table accessory. Zea 


r —— ; ae ' ais f f 
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ing “plus’ 
Quality—backed by our famous “replaced if it breaks” war- 


—aToNE 


» See us at all the gift shows. \ 


There’s no Business 
like PLUS Business 


Shown here: 


A top seller 
throughout 

the nation. . . 
the exciting 
pattern 
*“Pyramids”’ 


. and profit-minded jewelry stores have found our unique 


Impromptu collection of fine china the source of some astonish- 


b J 


business. Reasons why this line sets itself off? 


ranty; functHion—you can cook, bake and serve in it; price— 
S-piece place settings from $4.95 retail (16-piece starter sets 
from $14.95); and proven style. 


lroquois 


CHINA COMPAN SYRACUSE 9, NEW YORK 







DISTINCTIVE * EFFICIENT > Low-Cost 





FOLDING 
GIFTWARE BOXES 


in your choice of 
smart patterns 


* Tremendous space savers (shipped flat) 
* Require no outer wrapping 

* Sturdy construction (double walls) 

© Qver 100 sizes available for immediate delivery 
* Low prices plus 10% and 5% special discounts 
* Special freight allowances 

® No charge for imprinting your name 


Folding jewelry boxes (packed with cotton) are now 
available in 10 popular sizes. 


Of course, you may have our 
latest catalog; please write for it\ 






Gift Dow Corporation of clmetica 





225 FIFTH AVE., SUITE 1229 K. NEW YORK 10, N.Y. 
America's Outstanding Manufacturer of 
Folding Giftware Boxes 
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1 DON’T WANT TO BUY DIRECT (from page 98) 
tacted us and we stocked the item, its novelty 
would likely be gone and we not only would have 
missed a quick profit but be loaded with some 
slow-moving merchandising which we would have 
to discount to sell at all. 


SINCE WE BUY NEARLY EVERYTHING from one 
wholesaler, we’re pretty important to him. Ob- 
viously that makes for excellent relations. On 
the other hand, if we bought everything direct, 
we would of necessity split our purchases among 
many suppliers. Our purchases from any one 
manufacturer would be so small, comparatively, 
that we would mean little to him as a customer. 

Somewhere I read the argument that the re- 
tailer could lay in a skeleton stock of a manu- 
facturer’s line for display and from that and the 
catalog he could take care of any demand for the 
line. But it doesn’t work out that way. The aver- 
age customer today will not wait for us to order 
from the manufacturer. He wants his merchan- 
dise now. But if we do not have what he wants 
and it still is necessary to resort to a catalog, by 
doing business with the wholesaler, we can tele- 
phone in the customer’s order today and have it 
ready for him tomorrow. 

Finally, time is the small and medium-sized 


35 7 te, 


| 
y PACTHIG Silvercloth 


will guarantee a brighter sales story 
for YOU... 


jewelry-store owner’s most valuable asset. The 
less time we spend talking to salesmen, the more 
time we have for selling, housekeeping and plan- 
ning. If we bought direct, we could be forced to 
talk with dozens of manufacturers’ salesmen dur- 
ing the year. By buying from the wholesaler, 
these buying talks are limited to about six a 
year. The rest of the time we can devote to creat- 
ing more business—and more profit. 

I hope the “straws in the wind” are merely 
just that and do not forecast a trend, for I’m con- 
vinced that everyone concerned would suffer a 
loss of profit under the direct-buying plan—the 
manufacturer, the retailer and the distributor. 

See 


Christmas Idea—Gadget Table 


A dollar gadget table is used each year by 
Landry Jewelers, Woonsocket, R. [., to show in- 
expensive gifts for office and club exchange gifts. 
It is a popular department and a good leader. The 
idea has grown to such proportions that last year 
the store devoted a table plus a four-foot wall 
section to merchandise in the dollar bracket. 

This section is advertised in a reminder line in 
the store’s newspaper ad and with a small poster 
in the window displays. The reminder is short— 
“Visit our Gadget Table for exchange gifts.” 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 


Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
with their silverware ... adds more profit to your sales. 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


Dept. SC54, 1430 Broadway, New York 18, N. Y. 
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Brierly 


RJA HAS APPOINTED 12 REGIONAL DIRECTORS. The new leaders, all members of RJA's 
board of directors, will keep state associations within their territories 
informed of RJA programs and developments. The 12, with their regions, are: 
William H. Shreve, New England; Lester Thomas, East Central; H. A. Goldberg, 
southeastern; Lewis H. Manning, North Central; Earl F. McConnell, 
Northwestern; Sol Blickman, West Central; Leo Weisfield, Rocky Mountain; 
Herman Wasserman, South Central; William M. Wright, Northeastern; Oliver R. 
Brecht, Southwestern; Rudolph J. Ortmann, Atlantic-Gulf; and Durward Howes, 

III, Pacific. 





























































THE CONTROVERSY OVER JEWELED=-WATCH IMPORTS is coming to a head. The long-awaited 
Office of Defense Mobilization report on the "essentiality" of the domestic 
watch industry to national defense should be released "very soon" by ODM 

director Gordon Gray, pending a final staff review of the 15-month study. 





U. S. WATCH MANUFACTURERS WANT HIGHER TARIFFS on imported movements, to allow 
them to compete with lower-cost imports. Unless duties are raised, they say, 
the domestic industry will suffer further blows. They claim that a domestic 
watch production industry is essential to national security. 


IMPORTERS FEEL HIGHER TARIFFS WOULD INJURE FREE COMPETITION. They are opposed 
to having the government declare that any fixed volume of domestic production 
is "essential" to national security. The ODM report should be issued soon. 


STEPS TO REMEDY THE SERIOUS REGISTERED MAIL SITUATION are being taken by the 
Jewelers Vigilance Committee. A meeting has alreedy been held by JVC officials 
with Dr. I. I. Raines, director of postal rates, after which JVC decided to 
circulate questionnaires asking for the numbers of registered mail shipments 
in certain categories. The Post Office Department is giving full consideration 
to the problem, but some time will be required before definite action is 
taken. 


BOTH THE LATEST AND FUTURE STYLES IN FASHION JEWELRY were reviewed by members of the 
American Association of Sunday Feature Editors at their convention Oct. 8 in 
Providence. The presentation of “news stories" in jewelry was staged 
by the Fashion Coordination Institute of the Jewelry Industry Council, to 
point up the "when, why, where and how" of jewelry fashion. Institute 
publicity director Charlotte Thompson delivered commentary on seven style 
"stories." 


SALES OF JEWELRY WHOLESALERS HELD THE SAME LEVEL for the first eight months of 1957, 
» as compared with 1956 sales figures. August sales, however, jumped 25 per cent 
ahead of the preceding month. Durable goods generally dropped 2 per cent 
lower in August '57 than in August '56, with lumber and metal wholesalers 
realizing big setbacks. 


MORE THIRD-QUARTER INDUSTRY FINANCIAL FAILURES were reported in 1957 than in 1956, 
the Jewelers Board of Trade says. Retail jewelers accounted for 25 of the 
58 third-quarter ‘57 demises; this was four less than the '56 retail failures. 
Other third-quarter financial embarrassments within the industry include 
nine wholesalers, with liabilities of $563,000, and 16 manufacturers, with 
liabilities of $746,000. 


FAILURES WERE HIGHER IN SEPTEMBER '57 THAN SEPTEMBER '56, too. The Board of 
Trade noted 15 firms in distress this September, four more than last year. 
Total included 5 cash jewelers, 3 installment jewelers, 1l repairer and 6 
manufacturers. No wholesalers failed in September. 
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No discount house worry 
with 


GIRARD PERREGAUX 
WATCHES! 


Rex Hamaker 
> Y 7 
of Skeie’s Jewelry Store « Eugene, Oregon 
SaYS. 

“It has been proven to me over and over again 
that when Girard Perregaux sets the prices on 
their watches, they stay set. GP’s unique price 
protection system sees to that perfectly. And 
believe me, it’s a pleasure to do business with a 


firm that stands behind its dealers so squarely. 


‘I really enjoy showing GP’s to my customers. 
Each of the more than 250 styles has a custom- 
made look about it. And amazingly the 
majority of them are priced between $49.50 
and $100. This combination of truly fine 
styling and popular prices is so effective that 


a GP practically sells itself. 


‘For value to the customer and fairness to the 


99 


dealer, there’s no company I know that beats GP. 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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Plans for a membership drive to 
strengthen the Retail Jewelers of 
America 
were laid Oct. 9 at a meeting of the 


from its grass-roots up 


new association’s board of direc- 
tors at the Waldorf-Astoria Hotel 
in New York. 

big steps forward were taken in 
two directions. First, the 24-man 
board decided to employ a member- 
ship coordinator, whose duty it will 
be to help state associations build 
enrollment. Expenses of the not- 
vet-manned position will be met by 
the national treasury. 

Second move by the board to 
strengthen state associations was 
in dues. Jewelers who desire direct 
national membership (without state 
affiliation) will be charged as much 
as would normally be paid both for 
national and state dues. RJA will 
then rebate to the state organiza- 
tion that part of the fee which the 
state normally receives from mem- 
bers. 

In other words, there will be no 
cheap membership. The new dues 
structure is intended to set up a 
sort of “chain of command” from 
jeweler through state to national. 

Any city and regional associa- 
tions of jewelers will be urged to 
affiliate with the state groups, to 
further mold the nation’s jewelers 
into one united, powerful whole. 

Practically speaking, RJA is now 
functioning at full throttle, al- 
though certain technical problems 
have delayed the final steps neces- 
sary to make it a legal entity. These 
are expected to be compieted by 
Nov. 15. 

There will be trade shows both 
in New York and in Chicago in 
1958. The Committee on Conven- 
tions and Trade Shows met recent- 
lv in Chicago to adopt plans for the 
improvements of both 


further 
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RJA Directors Okay Membership Drive 
And System of Dues, to Aid 


State Groups 


< - : 
tw s  ? 
F ame a 


BULL OR BEAR, MISS 
SHARE? Miss “Share of Amer- 
ica,” Joy Harmon, seems a bit 
bewildered by all the tickertape 
and quotation boards, as she 
helps launch Remington Rand’s 
$156,000 Share of America con- 
test (see JC-K, October). Win- 
ning con-umer contestants will 
be awarded prizes in shares of 
common stocks. Contest ends 
Dec. 1. 


Members are William F. 
Preston, Sr., chairman; Sol Blick- 
man, Lewis H. Manning, Clarence 
Rudolph J. Ortmann and 
Lester Thomas. Contracts for ex- 
hibit space will be mailed about 
Nov. l. 

The board of directors approved 
establishment of a Washington 
office of RJA, in charge of a paid 
representative. This office will con- 
duct research and statistical 
studies, and keep abreast of legis- 
lation developments. 

Also approved were plans to form 
an advisory council made up of the 
presidents and executive officers of 
all affiliated organizations of RJA. 


shows. 


Olsen, 


EYSTONE 


This cannot, of course, be done un- 
til state and loca! groups have af- 
filiated. 

Advisory council members will 
meet at least once a year, probably 
for the first time at next summer's 
Chicago show, to discuss state and 
local problems. They will also ap- 
point a three-man committee, two 
of whom must be lay jewelers, to 
act as liaison between the advisory 
council and the board of directors. 
The three will attend all 
meetings as non-voting members; 
their expenses to the meetings will 
be paid by the national treasury. 


board 


RJA directors will hold their 
next meeting in New York on 
Jan. 20. 


Council Steps Up ‘Cherub’ 
Campaign to Help Offset 
Fewer Christmas Sales Days 


The Jewelry Industry Council’s 
cherub comes wired for electricity 
this vear. He’ll be a shining night 
display for many a jeweler’s win- 
dow. 

And it’s a good thing, too, since 
the namesake of the Operation 
Cherub campaign will have five 
days’ less selling time in the 1957 
Thanksgiving - to- Christmas buy- 
ing season than he had in the 
comparable ’56 period. (Thanks- 
giving falls on Nov. 28 this year, 
leaving 22 shopping time 
before Christmas; last year, 
Thanksgiving came on Nov. 22, 
leaving 27 Christmas - buying 


days’ 


days.) 

Repeat Operation Cherub inno- 
vation is the 14 in. tall “big 
brother” cherub replica, a wash- 
able, unbreakable latex figure 
which is available to jewelers 
either wired for electricity or in 
the unlighted version. 

Jeweler tie-in aids for the 1957 
Operation Cherub Campaign (see 
JC-K for May, August) include 
complete promotional tools. 








Hamilton Licenses Japanese Firm to Produce 
Model $11 Watches for U.S., World Markets 


Japanese-made watches may fig- 
ure prominently in the U. S. watch 
market within the next several 
years, as a result of a 10-year 
technical aid and _ assistance 
agreement between Hamilton 
Watch Co. and a leading Japanese 
timepiece manufacturer. 

Terms of the pact, revealed Oct. 
15 by Hamilton president and 
board chairman Arthur B. Sink- 
ler, provide for purchase by Ta- 
kano-Seimitsu Kogyo Co. of Na- 
goya of $250,000 worth of tools, 
dies and equipment for Hamilton 
timepieces not currently in pro- 
duction, plus technical aid. In re- 
turn, Hamilton will receive royal- 
ties on all Takano-made watches, 
and will have exclusive rights to 
sell any of the firm’s products in 
North, Central and South America, 
Hawaii, the Philippines, the Carib- 
bean Islands, and U. S. 
sions. 


posses- 


Cites Tight Swiss Control 
“Our agreement with Takano,” 
Sinkler said, “is directed toward 
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A SWAT IN TIME: St. Louis 
Cardinals baseball player Joe 


Cunningham, left, receives a 
Longines-Wittnauer “Victory” 
automatic watch from teammate 
Eddie Kasko. It commemorates 
Cunningham’s grand slam home 
run in the 9th inning of a home 
game with the New York Giants 
last season. The ball hit the 
official Longines clock some 375 
feet away and 50 feet up in the 
air. Presentation took place in 
Busch Stadium before 30,000 
fans. 


the goal of enabling Hamilton to 
enter the world’s quality watch 
market on a profitable basis. We 
have been unable to do this in the 
past because of the tight control 
of the world watch market by the 
Swiss watch industry.” He cited 
lower labor costs as the big Swiss 
advantage. 

Sinkler, who visited Japan in 
April to examine Takano’s plants, 
would not speculate on how long 
it would take the firm to begin 
production. He predicted that by 
1959 Takano may be producing 
about 700,000 watches per year. 

In Japan, however, Takano 
spokesmen indicated the company 
expects to begin production next 
summer of a ladies’ watch, with 
initial capacity of about 60,000 
units a month. 


No Early U. S. Market Plans 


The watch that Takano will be 
producing will be similar to the 5- 
ligne, 17-jewel ladies’ watch model 
911, produced by Hamilton from 
1938 or ’39 to 1951. It will be sold 
at first in Oriental markets, in a 
price range of $14-$16, to compete 
with Japanese watches of com- 
parable jeweling. 

Hamilton has no early plans to 
market Takano-made watches in 
this country. And, under the 
agreement the Japanese company 
cannot use Hamilton’s name on its 
products unless Hamilton is satis- 
fied with the quality of the 
watches and gives authorization 
to do so. 

A Hamilton spokesman said _ it 
would be impossible now to pre- 
dict what Takano-made watches 
would bring on the U. S. market. 
It appears certain, however, he 
said, that the price would com- 
pare favorably with that of Swiss- 
made watches because of the low- 
er wage rates in Japan. Japanese 
labor costs are one-third those of 
Switzerland, and about one-ninth 
those of the U. S. 

Hamilton plans to ship the 
watchmaking equipment to Ta- 
kano sometime during March. 
Four Japanese engineers’ will 
come to the Hamilton plant at 
Lancaster, Pa., to study tech- 


niques between now and that time. 
And Hamilton engineers will ac- 
company the shipments to Japan 
to oversee sorting and installa- 
tion. 


Japanese Imports Small 


Japanese watches have never 
been a factor in the U. S. market. 
Last year, only 1800 of that coun- 
try’s watches were bought by U. S. 
concerns, and all of these were 
low-priced pin-lever movements. 
The Commerce Department says 
that only 400 Japanese watches 
have been imported into the U. S. 
during the first half of 1957. 

Japan, however, does produce 
substantial quantities of watches 
for sale in Oriental markets and 
in Hong Kong. In 1956, 3 million 
jeweled-lever movements were 
produced by Japanese makers. 

Comments on Hamilton’s move 
from spokesmen for U. 8S. watch- 
making concerns indicated that 
Hamilton is the only U. S. firm 
that has entered into any watch- 
making agreement with Japan. 
Dominant feeling was that Jap- 
anese-produced watches under the 
respectable auspices of Hamilton, 
and sold in this country under the 
Hamilton name, would naturally 
be added competition “for all of 
us.” 

In New York, Paul Tschudin, 
representative of the Swiss Fed- 
eration of Watch Manufacturers, 
said the announcement was totally 
unexpected. 

“It’s all too new,’ Tschudin 
said. “I know very little about it, 
except what appeared in the press. 
Naturally, I am interested in the 
development, and I am sure that 
they will be interested in Swit- 


, 


zerland,. too.’ 


Jewelers Shipping Service Sets 
New High Volume Record 
Jewelers Shipping Service, over- 
land freight shipment 
sponsored by the Manufacturing 
Jewelers and Silversmiths of 
high 


program 


America, Inc., set a new 
volume record during the week of 
Sept. 9. 

The group shipped 333,331 
pounds of merchandise to all 
parts of the country during that 
week. It was the fourth time this 
season that a weekly JSS volume 
record had been broken. 
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Industrial Diamonds Identical to Nature’s 
Will Be Mass-Produced by General Electric 


Industrial diamonds—made_ by 
man—and equal in performance to 
those produced by nature, are about 
to be produced in substantial quan- 
tities by General Electric Co. 

More than 100,000 carats of the 
laboratory - perfected diamonds 
have already been produced in 
pilot - plant operations in Detroit 
by GE’s Metallurgical Products de- 
partment, according to Kenneth R. 
Beardsley, GE general manager, 
who made the announcement on 
Oct. 22 in Detroit. 

seardsley and other company 
officials traced GE’s scientific vic- 
tory from basic discovery to sal- 
able product at a special press con- 
ference. 

“Five years ago researchers at 
GE set out to make diamonds of 
the type so vital to U. S. industry,”’ 
he said. “On Feb. 15, 1955, GE an- 
nounced that, through research, a 
way had been found to make dia- 
monds. We have been able to 
bridge the gap from the research 
phase to... production in slightly 
more than two years.” 


Reassures Skeptics 

Beardsley reassured skeptics of 
the 1955 discovery announcement 
that “every test then and since 
then has proved our man-made 
diamonds are equal to those pro- 
duced by nature. Optical proper- 
ties, X-ray inspection, chemical 
examination and hardness tests— 
all the methods of comparison— 
show our man-produced diamonds 
to be identical.” 

Dr. Guy Suits, GE vice-presi- 
dent and research director, and 
head of the team who developed 
the diamonds, explained how the 
process was accomplished. 

“To make diamonds, our scien- 
tists developed techniques for 
achieving pressures up to 2,400,- 
000 lbs. per sq. in. at temperatures 
of 5000 degrees Fahrenheit,” he 
said. “And they learned how to 
hold these conditions for long pe- 
riods of time. Man-made diamonds 
are a tangible result of super- 
pressure research.” By the suc- 
cessful application of these 
achievements on carbon, GE can 








do in a matter of minutes what 
nature takes centuries to perform 
in producing diamonds. 


Not for Jewelry Use 


The diamonds are comparable 
in size to grains of sand, have all 
the color, clarity and crystallinity 
characteristics of natural dia- 
monds. The selling price is $4.25 
per carat, 40 per cent more than 
the cost of natural, imported bort. 
John D. Kennedy, manager of GE’s 
diamond section, pointed out, how- 
ever, that “ man-made dia- 
monds are solely for industrial 
use and not for jewelry.” 

The importance of GE’s indus- 
trial diamonds in gaining eventual 
U. S. independence of diamond 
supply was stressed by Beardslee. 

“We now have plans for expand- 
ing our diamond section for 1958,” 
Beardslee said. “That should bring 
us well along toward our objective 
of providing a dependable domes- 
tic source and thereby freeing this 
country’s industry from the un- 
easy situation of being forced to 
depend upon a single source of 
supply.” 

U. S. industry imports 7 million 
carats of crushed bort annually, 
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the major part of which comes 
from the Belgian Congo and South 
Africa. 

Because of their use—in sharp- 
ening cemented carbide tools for 


making aircraft, guns, shells, 
tanks, trucks and automobiles- 
industrial diamonds have been 
classified as critical material by 
the government. G. E. spent $2.5 
million on the project. 


Retailers Protest Proposed 
Rail Shipping Rate Hike 

Retail industry 
protesting a proposal] of the East- 
ern railroads to raise rates on 
small shipments which would, if 
approved, probably increase the 
cost of many jewelry-store items. 

Twenty-seven of the largest 
Eastern lines are asking the Inter- 
state Commerce Commission for 
permission to increase rates on 
less-than-carload shipments by 14 
to 29 cents for each 100 pounds 
on shipments under 5000 pounds. 
Most jewelry shipments would fall 
into this category. 

The American Retail Federa- 
tion, in protesting the proposed 
hike, is pointing out that the ICC 
in the past year has already au- 
thorized a general railroad rate 
increase of 14 per cent in the East. 
The group also is protesting that 
no public hearings have been held 
to get shippers’ views. 


spokesmen are 


BROTHERHOOD AWARD: Stage star Victor Borge (center) receives the 
Brotherhood Award of the National Conference of Christians and Jews 


“ .. for distinguished service in the field of human relations.” Presentation 
was made at the annual dinner sponsored by the Jewelry and Allied Trades 


division of the Conference, held Oct. 8 at the Waldorf-Astoria Hotel in New 
York. Shown here, from left, are: Gustav H. Niemeyer of Handy & Harman: 


Dr. Everett R. Clinchy, NCCJ president, who made the presentation; W. 
Waters Schwab of J. R. Wood & Sons, Inc., founder of the jewelry division 
and its chairman for 18 years; and Harry J. Bromley, publisher of National 


Jeweler, who presided. 
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Average Household Spent $19 on Jewelry, Watches in 1996, 
Life Study Finds; Western Families Are Biggest Spenders 


After 93,000 interviews in more 
than 10,000 households, Life maga- 
zine has come up with a picture of 
the jewelry store’s best customer: 

He is a family head in his 40's. 

is a executive who 
earns more than $10,000 a year. He 


business 
lives in a suburb of a large West- 
ern city. 

This ideal customer emerges 
from a vast study of the spending 
habits of American households, 
conducted by Life to provide data 
for market analysis and develop- 
ment. 

The average household spent $19 
on jewelry and watches last year, 
Life says. This compares with $120 
spent for women’s and girls’ cloth- 
ing, and with $123 for men’s and 
bovs’ clothing—some of the other 
categories included in the clothing 


and accessories classification. 


Big Incomes Buy More 

For jewelry and watches, aver- 
age 1956 expenditures range from 
$8 for households in the lowest in- 
come group to $20 for those in the 
$4000-$5000 income group, and to 
$22 for consumers with $10,000- 
and-more incomes. 

Put another way, the 5 per cent 
of U. S. families whose incomes are 
$10,000 or more bought 11 per cent 
of all jewelry and watches in 1956. 
One-third of U. S. families—those 


teins 


with incomes of $5000 or more— 
bought more than half of the jewel- 
ry and watch output. And half of 
the nation’s families—those with 
incomes of $4000 or 
counted for almost three-quarters 
of the watch 


sales. 


more—ac- 


1956 jewelry and 


City Families Spend Most 


Families in cities spend more for 
watches and jewelry than do fami- 
lies living in non-metropolitan 
markets. And the larger the city, 
the more is spent. Money spent for 
the two categories ranges from $25 
per family in the largest cities to 
$14 in the very small towns. Here’s 
the picture: 


Family 
Expenditures for 
Watches and Jewelry 


Size of 
Community 
by Cities 
Large city 

Suburb of large city 
Medium-size city 

Suburb of medium-size city... 
Towns above 2500 pop. 
Towns below 2500 pop. 


Westerners Are Big Spenders 
Biggest jewelry and watch spend- 

families in the western 

average $26 ex- 


ers are 
states, with an 
penditure. Northeastern U. S. fam- 
ilies are next with $22; the Central 
region follows with $18. Southern 











* 
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“THE STARS AT NIGHT, ARE BIG AND BRIGHT .. .”: Moving Texas 
to New York, complete with ten-gallon hats and guitars, was Zale Jewelry 
Co.’s way of winding up a recent busy week of sales and ad meetings at 
the Savoy Plaza Hotel. Entertainment for the firm’s managers and execu- 
tives, arranged by Phil Wolf of Speidel Corp., included tap dancing TV star 
Beau Jenkins, Mexican guitarist Senor Cortez, and Al Friedman, concert 
pianist for the NBC orchestra. Celebrants in photo, from left, are Stanley 
Zamfield of Zale’s Dallas office, Phil Wolf, and two “Zale Creation” models 
retained as hostesses for the luncheon fete. 


é 


TEXAS SIZE, PARDNER: 
Hans Baertschi of the Swiss 
National Tourist Office and 
Carolyn Coker of Dallas tele- 
vision station KRLD-TV com- 
pare the huge 80-lb. wristwatch 
movement with the world’s 
smallest jeweled-lever watch. 
The huge and tiny movements 
were shown at the Texas State 
Fair by the Watchmakers of 
Switzerland to help dramatize 
trade ties between Texas and 
Switzerland. 


households are last. They spent an 
average of only $14 on jewelry and 
watches in 1956, according to the 
Life study. 

Age period of biggest spending 
occurs when the household head is 
in his 40’s. During this 10-year 
period, $26 is spent each year for 
jewelry and watches; this is 4 per 
cent of his total annual expenditure 
for clothing and accessories. 


ee 


IRS Officially Records 
Excise Tax Relief Ruling 


The Internal Revenue Service 
has officially adopted a decision an- 
spring relaxing the 


of carrying 


nounced last 
excise tax treatment 
charges on installment sales (see 
JC-K for June). 

The ruling, issued informally to 
the jewelry trade last spring, per- 
mits the excise tax on carrying 
charges to be excluded if the 
charge is based on the unpaid bal- 
ance and length of time for repay- 
ment; the customer receives credit 
for accelerated payment, and the 
amount is shown separately. This 
modifies an earlier and highly un- 
popular ruling, which in effect 
taxed most types of retail carrying 
charges. 

The latest ruling (Rev. Rul. 57- 
437) is published in the Sept. 30 
Internal Revenue Bulletin. 
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Watch Repairmen— Skilled, Experienced Ones — Have 


Excellent Future Job Prospects, Labor Department Says 


Watch repairmen should be in 
plentiful supply over the next dec- 
ade and young persons consider- 
ing entering the craft won’t find 
jobs easy to get, according to the 
U. S. Labor Department. 

The same advice applies regard- 
ing jewelry repairing, the Depart- 
ment says. 

Officials offer the 
massive 700-page 
booklet, Occupational Outlook 


Department 
advice in a 


Handbook, designed to aid high 
school students select their ¢a- 
reers. 

Job openings for beginning 
watch repairmen will be limited 
in the late 1950s, in the early 
1960s, and “over the long run,” 


according to the booklet, prepared 
by the Department’s 
Labor Statistics. 
Conclusions are 
belief that 
tend to increase the 
watchmakers 
ity of small 
complicated -will be 
offset by other factors. Included 
are: growing sales of inexpensive 
watches; 


Bureau of 


based on the 


factors which would 
demand for 
popular- 


more 


growing 
watches and 


timepieces 


competition from per- 


their 


repairing watches in 


Sons 


hl 


spare time; and development of 
watches which require less main- 
tenance. 


Some Repairman Openings 
Employment opportunities will 

be good for “experienced repair- 

men who have established reputa- 


tions for doing high quality 
work,” the Department predicts. 
Most vacancies will come from 


the need to replace watchmakers 
who will die, retire, or transfer to 
other lines of work. 

A few new jobs will be avail- 
able, particularly in small cities 
where business activity is expand- 
plentiful 


ing, but a supply of 


watchmakers will probably be 
available to meet this moderate 
demand. 

There is, and will continue to 


be, a brisk demand for trained 
watchmakers to fill light assembly 
jobs in industry or to repair in- 
struments and electronic devices, 
according to the book. 

Salaries of beginning watch- 
makers ranged from about $50 to 
$70 a week in 1956. Weekly earn- 
ings of experienced watchmakers 
ranged from about $80 to $90 in 
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SEARCHING FOR OLDEST JEWELER: Executives of Jacoby-Bender lay 
final plans of search for the active retail jeweler with the greatest number 


of years in the jewelry business. 


The hunt for the “dean of jewelers” is 


being conducted in conjunction with the production of the 50 millionth J-B 
watchband, and as a gesture of appreciation for the contributions of all 
jewelers to our economic growth. Winner will receive the milestone band, 
to be made in 14-karat gold, plus a five-day vacation in Bermuda. Search 
deadline is Dec. 31. On selection committee are Harry J. Bromley, publisher 
of National Jeweler, and Lansford F. King, JC-K publisher. Seated from 
left in photo are: Jerome Hahn, J-B ad director; Max Jacoby, firm president; 


and Bernard Kanter, J-B executive vice-president. 


Standing from left are 


Edward M. Meyers, public relations counsel, and Ben Sackheim, ad executive. 
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PUPPY LUCK: Who says a 
dog’s life is tough? The jewels 
are by Leru, nation’s newest 
costume jewelry organization, 
which is comprised of 12 in- 
dividual manufacturers and 16 





distributors. Leru efforts to 
promote “the real look’ in 
fashion costume jewelry are 


supported by a Fox Movietone 
fashion newsreel, which will be 
seen by 25 million people; an 
“Arlene Francis Collection” de- 
signed by the TV star herself; 
and a fall collection of more 
than 100 fashionable baubles, 
bangles and beads, for sale 
only through recognized fash- 
ion jewelry outlets. Lee H. Pelz- 
man heads the organization. 


1955, and of self-employed watch- 
makers from $90 to $125. 


All-Round Jewelers Needed 

As for jewelers and jewelry re- 
pairmen, the Department 
that skilled, all-round jewelers 
“with artistic talent and mechani- 
cal ability” will probably be able 
to find employment readily during 
the late 1950s. Specialized jewelry 
craftsmen, such as stone setters 
and model makers, will have fa- 
vorable employment prospects, es- 
pecially in manufacturing shops. 

However, it adds, beginning 
jewelers and those trained only 
in repair work may encounter dif- 
ficulty in finding work, and oppor- 
tunities to learn the trade through 
apprenticeship or informal on- 
the-job training are expected to 
remain limited. 

“Men planning to their 
own jewelry stores should expect 
to face considerable competition 
in most parts of the country and 
should be prepared to make a sub- 
stantial investment,” the Depart- 
ment warns. 


Says 


open 











THE NEW "CORDLESS" 


ORBROS CLOCKS 


BATTERY OPERATED 
FOR WALL OR DESK 
RUN ONE YEAR ON 4.5 VOLT BATTERY 


7a"'x55e"'x 
2\s"" 


" Black oxidized 
figures and 
hands. 


RETAIL 32.50 
New model Clocks available through our wholesalers 


ORBROS, inc., 1165s. 7thst., Phila. Po. 
Ezclusive Importere and Distributors 








Use JC-K Classified Ads 





IRS Reviews Tax Status 
Of “Special” Activities 
Of Trade Associations 


Whether or not specific activities 
of non-profit trade associations are 
taxable is being studied by the In- 
ternal Revenue Service. It is be- 
lieved that jewelry industry trade 
groups are being, or will be re- 
viewed. 

A 1950 tax law specifically pro- 
vides that some business activities 
of non-profit groups are taxable, 
under an involved legal determina- 
tion. Generally speaking, though, 
non-profit groups such as trade as- 
soclations are not taxable, nor are 
the membership dues of these or- 
ganizations. 

In ruling on the taxability of 
certain activities of non-profit 
groups, IRS considers a wide range 
of facts: what is it formed to do? 
... how does it spend profits from 
outside activities? what are 
the nature of these special activi- 
ties? Major IRS consideration is 
whether the outside activities of a 








HIGH 


holiday profits! 


for you, Mr. Retail Jeweler! Stanley & Stan- 
ley's high quality Personal Leather Goods 
have always been profitable holiday mer- 
chandise. The styling and quality workman- 
ship make our leather goods stable and 
dependable items 
wondertul, moving merchandise. Stanley & 
Stanley's representative will be happy to 
call on you and show our extensive line. Get 
ready for the holidays—call Stanley & 


Stanley! 


STANLEY & STANLEY 


MANUFACTURERS AND CREATORS OF QUALITY LEATHER GOODS 
VISIT OUR SHOWROOMS 


Home Office and Showroom 


72 Madison Avenue 
New York 16, N. Y. 


WRITE OR CALL FOR OUR NEW CATALOGUE 


sure protit and 


Los Angeles, Cal., Showroom 
712 South Olive Street 
Room 406 








JEWELERS 








SILK STOCKINGS — PLUS! 
What is perhaps the most ex- 
pensive pair of stockings ever 
made encase what are re- 
putedly the most beautiful legs | 
in the world. The diamond- 
studded stockings are Baum- 
gold Bros.; the legs belong to 
actress-dancer Cyd Charisse. 
The stunning combination 
materialized when M-G-M 
movie studios asked Baum- 
gold Bros. to design diamond- 
studded stockings for actress 
Charisse to wear in Silk Stock- 
ings. Above, Max Rosenbaum 
(center), Hamtramck, Mich., 
jeweler who displayed the en- 
semble in his store window, 
an M-G-M field man and an 
American Airlines hostess 
admire the jewel-bedecked leg- 

| gings. 


group are more substantial than 
the group itself, whether “the tail 
is wagging the dog.” 

In recent years, trade groups 
have entered a diverse range of 
activities, from publishing maga- 
zines to actual manufacturing of 
products. IRS officials state that 
some non-profit groups are formed 
primarily to put on shows or other- 
wise to raise money, and while 
their own funds may not be tax- 
able, their activities may be. 

IRS has found it impossible to 
make any fixed ruling in_ such 
eases, usually decides each on its 
individual merits. If an associa- 
tion is found to be taxable, it is 
taxed at the regular corporate rate 
(if it is a corporation) of 52 per 
cent on yearly income. If it is a 
trust, taxes are levied under trust 
laws. 
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FTC Representatives Answer Questions on Trade Rules 
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Frankovich Grandey 

The new jewelry industry trade 
practice rules were discussed 
from every angle at the annual 
meeting of the Manufacturing 
and Silversmiths’ of 
Inc. in Providence on 


Jewelers 
America, 
Oct. 17. 
Two Federal Trade Commission 
officials and three industry execu- 
tives tried to clear up confusing 
points in the rules. FTC panelists 
were Charles E. Grandey, director 
of the Commission’s Bureau of In- 
dustry Cooperation, and Chalmers 
B. Yarley, Bureau member. Wal- 
ter Keeley, Vigilance 
Committee counsel, and George R. 
Frankovich, MJ&SA executive sec- 
retary, plus moderator Frank J. 
Ryder, were the other panelists. 


Jewelers 


Quality Marks Discussed 


Questions covered such points 
as marking of jewelry: when more 
than metal is used; when a 
part originates in a foreign coun- 
try but is used with domestic 
parts; and when jewelry is elec- 
troplated. 

Yarley, while admitting that the 
rules were not perfect, expressed 
his belief that they would be of 
benefit. 

“We would have been doing this 
industry and the ultimate con- 
sumer great injustice had we com- 
piled a set of rules that were un- 
enforceable,” he said. He sug- 
gested that as experience reveals 
shortcomings in the regulations, 
steps will be taken to amend them 
and make them more useful. 

In his executive secretary’s re- 
port, Frankovich noted the mem- 
bership increase during the year, 
the growth of the Jewelry Ship- 


one 
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Ryder Yarley Keeley 


ping Service, and the postpone- 
ment of plans to establish a jew- 
elry center in Providence. He said 
the center project will be revived. 


Elect New Officers 

The meeting elected new officers 
for 1958, with the exception of the 
presidency. They are: William A. 
Carroll of Lorac Co., first vice- 
president; Olof V. Anderson of 
Anson, Inc., second vice-president; 
Albert P. Marcello of Imperial 
Pearl Co., Inc., third vice-presi- 
dent; William E. Smith of Irons 
& Russell Co., secretary; and Ed- 
son W. Sawyer of Improved Seam- 
less Wire Co., treasurer. 

At a board of directors meeting 
on Oct. 24, Isadore Paisner of 
Brier Manufacturing Co. 
elected president. He succeeds 
Howard H. Sweet. 


Was 


Industry Officials Discuss 
Retailers’ Marketing Problems 


Can you forecast store volume 
and detect buying trends? Do you 
know how to develop more sales per 
dollar of payroll? And how about 
converting customer complaints 
into profits? 

These were among problems of 
small businessmen which were 
aired at the President’s Conference 
on Technical and Distribution Re- 
search for the Benefit of Small 
Business in Washington on Sept. 
23-25. 

Jewelry industry representatives 
included Richard T. Liddicaot, Jr., 
director of the Gemological Insti- 
tute of America, and David A. 
Shapiro, executive secretary of the 
Texas RJA. 
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SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

® Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 


16 sizing holes permits 
the greatest range of 
reductions. 


Contact your wholesaler or 
write for literature to: 


new hermes 


: che + 30 


Time Payments 





NEW YORK 3, N. Y 
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Trading Stamps Not Unfair 
Competition, FTC Rules; 
Will Watch Individual Plans 


The trading stamp controversy 
seems destined to be settled by 
the most potent jury of all—the 
consumer. 

The Federal Trade 
ruled Oct. 3 that trading stamp 
plans, in and of themselves, were 
not illegal. And although the 
commission said it would con- 
tinue to study plans in operation 
to see if any of them violated ex- 


Commission 


isting laws, the issue now appears 
likely to rise or fall on the basis 
of its economic strength and of 
its appeal to the consumer. 

The FTC’s 
after a year-long study, are in 
testimony that stamp 
plans, as such, do not violate laws 


findings, delivered 
essence 
price dis- 


relating to deception, 


crimination, lotteries. exclusive 


dealing, boycott, or conspiracy. 

Big factor in the FTC decision 
was the 
state courts and legislatures to 
curb trading stamp operations. 
In a considerable number of 
states, the Commission found, 
state supreme courts have held 
anti-trading stamp laws unconsti- 
tutional, while others have de- 
creed such legislation is not a 
proper exercise of state police 
powers. In one state, the Com- 
mission noted, legislation to cur- 
tail trading stamp plans was de- 
feated by popular referendum 
vote. 

Ruling under which the FTC 
investigation was conducted is 
section 5 of the Federal Trade 
Commission Act: “unfair methods 
of competition in commerce, and 
unfair or deceptive acts or prac- 
tices . . . are considered unlaw- 
ful.” Supreme Court precedent 
grants states police power over 
the stamp plans. 


Speaker Boosts Colored Gems 
At lowa Jewelers’ Convention 

Colored gems have more con- 
Sumer appeal than many jewelers 
give them credit for, jewelers at 
the recent 47th annual convention 
of the Iowa Retail Jewelers Asso- 
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BOOSTER ROCKETTE: “Miss 
Varaflame” (Marian Green of 
Blue Springs, Mo.) helps with 
the first U. S. sales of Ronson’s 
new Varaflame butron pocket 
lighter, in the greater Kansas 
City market. Ronson sales rep- 
resentative Don Roberts, rignt, 
holds a king-sized replica of the 
new model, called the “Lighter 
of the Jet Age.” The Jighter, 
which “differs from the old- 
style gas lighters as sharply as 
the modern auto contrasts with 
the Model T Ford,” features 
flame-height adjustment § con- 
trol. At left is Nathan Karzen, 
Renson’s regional sales man- 
ager. 


ciation were told. 

Dr. D. L. Spaulding, gem im- 
porter of Omaha, Neb., said that 
jewelers have spent so much time 
selling diamonds that they have 
overlooked the potential selling 
power of the colored stones. 

Defense for the diamond was 
presented by another speaker, Mrs. 
Gladys B. Hannaford, author and 
on diamonds (two of her 
appear in JC-K’s October 


lecturer 
articles 
and November 
phasized that the diamond “is an 
enduring thing, and it’s supposed 
to symbolize enduring love.” 

Maurice Bates of Ames’ was 
elected president of the lowa RJA. 
Howard Kelley of Carroll was 
elected vice-president and Gordon 
O’Connor of Mason City is new 
secretary-treasurer. 

The Horological Association of 
Iowa, meeting in conjunction with 
the jewelers, elected O. B. Mc- 
Chesney of Waterloo, president. 
Hoyt Snyder of Humeston is new 


issues). She em- 


vice-president and Curt F. Glessner 
of Waterloo is secretary-treasurer. 











NEVER BEFORE 
SUCH VALUES 


AUTOMATIC 


360° WIND 
WATER-RESISTANT 


17 coe 


Chrome Top 
Stainless Steel Back 


Fashionable Steel Exp Bracelet 


$149> +259 Stainless Steel Case 


Expansion Bracelet 





or 


$4595 #260 Yellow Steel Back 
RGP Exp. Bracelet 
e INCABLOC SHOCK PROTECTED 
e ln Black or White Radium Dials 
Samples sent upon request 


NURSES’ 17 JEWEL, INCABLOC 


WATER-RESISTANT 
* In Yellow S/B 


or 
All Stainless Steel 
$11.95 
e® in Chrome 
Steel Back 
$10.95 


wiTH UNBREAKABLE MAINSPRING 256 Ur 


Gift boxed, price tag & quarantreed—$.75 extra 








Ask for our New full descriptive Catalog, 
set these terrific sellers today—beat the price 


cutting competition with a real promotion 








Terms to well-rated firms F.0.8. WN. Y. 


CRYSLER WATCH CO. 


580 Fifth Avenue New York 36 














Christmas 
lives in the 

joy and 
satisfaction 


of the giver... 
and in the 


delight and 

thankfulness 
of those 

who receive. 


Buy and use Christmas Seals 
Jewelers’ Circular-Keystone 
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SPEAKERS’ TABLE: Michigan watchmakers meet during jewelers’ convention. 


Watchmakers, Salesmen Help 
Michigan Jewelers Group 
Celebrate Golden Anniversary 


Michigan’s jewelers, watchmak- 
ers and jewelry salesmen turned 
out in force for the 50th anniver- 
convention and show of the 
Michigan Jewelers Association in 
Grand Rapids on Sept. 21-23. 

Four prominent speakers led 
the record attendance through the 
convention 
overall theme of which was “Solve 
Today’s Jewelry Problems Today.” 
Newly-elected Presi- 
dent E. E. Berndt of Adrian pre- 
sented a seven-point program for 
1958, which urged rela- 
tionships with watchmakers and 
stronger participation in state and 
national affairs. He 
recommended that an association 
consultant board be established, to 
which members could bring prob- 
lems and air grievances. 

Guest speaker was U. S. 
gressman Kit Clardy of Lansing. 


sary 


business sessions. 
association 


closer 


association 


(‘on- 


Newly-elected jewel- 


PRESIDENTS: 
ers’ president E. E. Berndt, left, and 


outgoing head Tom Fox cut cake. 
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Other feature talks were delivered 
by Earl F. McConnell, RJA direc- 
tor; P. Thomas Sprickman, ad 
agency executive; Theodore Gor- 
enflo, president of Gorenflo Co.; 
T. J. O'Connell, Elgin Watch Co. 
sales and Richard O. 
Cook, assistant vice-president of 
the Michigan Retailers group. 

At the Golden Anniversary ban- 
quet 11 past presidents were pre- 
sented with honorary gavels. 

The Michigan Horological As- 
sociation held a luncheon meeting 
on Sept. 22 with Charles Barnes 
of St. Johns presiding. 

The Wolverine Travelers, Mich- 
igan jewelry salesmen’s group, 
also met during the three-day con- 
vention and show, and elected new 
They are: John Pfeifer 
Gorenflo Co., president; 


manager; 


officers. 


of The 


Jerry Sillman of Jacques Kreisler 


Mfg. Corp., vice-president; Tony 
Caliendo of J. R. Wood & Son, sec- 
retary-treasurer; and Robert L. 
Hughes of Hughes & Walcott, 
traveling representative. 


Sheaffer Issues Booklet 
To Help Improve Handwriting 


Some 16,000 Philadelphia teen- 
agers are benefiting from a book- 
let published by W. A. Sheaffer 
Pen Co., Fort Madison, Iowa, titled 
“Sure, I Want Better 
Writer.” 

The 


to Se 6a 


helps students 
diagnose their own writing and 
remedy the faults they find. It 
stresses the five basic handwriting 
faults: irregular slant, improper 
spacing, inconsistent letter size, 
poor alignment and incorrect letter 
formation. 


pamphlet 


| 
| 





DON'T SELL OUT 
DON'T LIQUIDATE 


BEFORE CALLING 


COLMES & BRILL 


Auctioneers & Sales Specialists 


. . « who recently grossed over 
$175,000, for a retiring N. J. 
jeweler. (Name and letter of 
recommendation on request.) The 
net was thousands above best 
stock offer. 

lf you want to raise ca 

stock OF e 


sell surp 42 y if 
COLMES & | 


for cash, see 
first and profit. 
NO OBLIGATION 
@ 


- NO EXPENSE 


WRITE - WIRE - PHONE COLLECT 
45 West 45th St., N.Y. 36 JU 6-2334 


Members Jewelers Board of Trade 











OPALS 


FOR 
EVERY 
MOUNTING 


Manning Opal Corporation 
151 West 46th St., New York 36, N.Y. 
Plaza 7-4725 











Diamonds Too Costly? 
WALDERITE IS NEXT BEST 


Because— 

% The brilliance lasts for life! 

% Walderite has a guaranteed hardness 
rating of NINE (Mohs scale) 

% It does not change color! 


Send for a memorandum shipment TODAY 


WALDERITE 
580 Fifth Avenue New York 36, N. Y. 
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increase profits by 


FACTORY 


* 

a 

Special Multi-Grip 

sy vise holds articles of @ 
any shape. Inexpensive @ 
CNP.J Panto-Engraver ®@ 
cuts sharp and clean in ® 
stainless steel, gold, silver, other metals. © 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraover ... 
Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
weil as lettering, name plates, trophies, 
signs, etc. 


Model CNP-u 


Model 3D-5 


A Full Line 
of 
Engraving 
Equipment 
an 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 


Write for complete details and prices. 
For immediate attention write directly 
to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 





H. P. Preis Engraving Machine Co. 
657 U. S$. Highway 22 Hillside, N. J. 











JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N. Y. 
Ju 6-0697 
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Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 
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DIAMOND CLUSTER RINGS 
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Center Stones 
Opals - Amethyst - Sapphires 
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| Jewelry Salesmen Reelect 


Lavan President Fourth Time 
The Manufacturing Jewelers 
Sales Association of Providence 
has re-elected Joseph Lavan pres- 
ident for a fourth consecutive 
term. Lavan, who is treasurer 
and general manager of the Su- 
perb Case Mfg. Co. in Providence, 
is also president of the Associated 
Variety & Novelty Manufacturers’ 
show. 
Other 
Six - year - old 


of the 
salesmen’s group, 
whose membership includes rep- 
resentatives of some 400 manu- 
facturers throughout the eastern 
U. S., are: Everett M. Zola, vice- 
president; Frank E. 
retary; Al Schuster, 
and Harry R. Auterbach, assistant 
treasurer. Brown succeeds Ken- 
neth E. Randall, who held the 
secretary’s post since the associa- 
tion was started. 


elected officers 


Brown, sec- 


treasurer: 


Texas Watchmakers Head Urges 
Members fo Display Group Seal 


President William F. Pruett of 
the Texas Watchmakers Associa- 
tion is urging members to make 
use of the association emblem in 
their business activity. 

The well-known emblem, which 
consists of the dial of a watch 
superimposed over the outline of 


fiw matt ve byt 
(,roes fF meralds 


od 


CHATHAM ON THE AVENUE: When the 


the state of Texas, over which the 
Texas Watchmakers Asso- 
ciation are written, tells the story 
complete in pictures—Watchmak- 
ers of Texas. 

“It is true,” Pruett conceded, 
“that by advertising you can 
eventually make any emblem rec- 
ognizable and acceptable to the 
public. But why not take one that 
needs no ballyhooing.”’ 

Pruett also suggested that other 


words 


states might follow suit with simi- 
tie-ins. 
tie the 


association-business 
would 


lar 
“Such a 


states together,” he said. 


course 


ee oe 


Germanow-Simon Names 
Winners in Letter-Writing 
Cash Contest for Retailers 


Some 33 retail jewelers were 
recently named winners in a cash- 
prize letter writing contest spon- 
sored Germanow-Simon Ma- 
chine Co., manufacturer of Roch- 
N. Y. First prize winner 
was Martin Jewelry, Inc., 
land, $1000. Gelula, Inc. of Atlan- 
tic City, N. J. $500 
prize honors, and Carolina Preci- 
sion Works of Goldsboro, N. C. 
was $250 third prize winner. All 
retailers using G-S Flexo crystals 
were eligible. Contestants were 
required to write in 25 words or 
less why they used the crystals, 
and to include 250 empty G-S en- 


by 


ester, 
Cleve- 


won second- 


velopes. 


(2) 
i 


“4 
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Fifth Avenue Association in New 


York celebrated its Golden Wedding anniversary recently, Peikin-Fifth Avenue, 
Inc., joined in with a special window display featuring Chatham cultured em- 


eralds. 


Display included a reprint of the True magazine article on the story 
of cultured emeralds, grown through a secret process developed by San Fran- 


cisco scientist Carroll F. Chatham. Display shown is available from Ipekdijian, 
Inc., 580 Fifth Ave., New York, exclusive distributor of Chatham cultured 
emeralds. JC-K’s October issue also relates many of the technical aspects of 
Chatham’s processes, in an article by Dr. Pough, JC-K gem consultant. 
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‘Operation Success” Book Tells 
Peterson, Fetter Achievements 

The success stories of Henry 
Peterson, president of Feature 
Ring Co., and of Charles H. Fetter, 
president of American Time Prod- 
ucts, are told in a new book by 
Quentin Reynolds, Operation Suc- 
CESS, 

They were honored at a recent 
dinner celebrating 
publication of the book, which re- 
lates how 21 American business- 


presentation 


men achieved success from humble 
beginnings. 

The book relates how Peterson 
rose from engraver to small jobber 
to manufacturer, through all the 
hardships of the depression years. 
It quotes “ambition and honesty, 
aggressiveness and sincerity, per- 
fectionism and tolerance” as Peter- 
son's ingredient characteristics. 

Fetter’s road to personal success 
Was diverse and varied, the book 
says. “Charles Fetter kept his eye 
on many balls, rather than on a 
single one.” Finally, after a long 
tour of industrial and sales jobs 
following graduation from Penn 
State, Fetter found his niche in 
timing instruments devices, which 
ultimately led to his founding of 
American Time. 


Hamilton Awards PrizeWatches 
To ‘Fashion Forecast” Winners 

First-prize winners of five re- 
gional “Fashion Forecast” con- 
tests sponsored by Hamilton 
Watch Co. will receive the firm’s 
newest gold electric wrist watch, 
the “Spectra.” 

The five winners, who success- 
fully predicted which of 12 new 
Hamilton watch models would be 
most popular during the fall and 
Christmas seasons, are: Don H. 
Rosenbahm of Hughes & Co., Em- 
poria, Kan.; Theodore Hershberg 
of Wm. Hershberg & Sons, Jersey 
City, N. J.; Florence Amber of 
N. Kaufman’s, Inc., Uniontown, 
Pa.; Merle Rammekberg of Allen 
Jewelers, Dayton: and Mrs. D. 
Darwin Stapp of Darwin’s 
Jewelry, Tulsa, Okla. 

The contests, open to jewelers 
and their families and employees, 
were held during the NJA con- 
vention in Chicago, the ANRJA 
convention in New York, the 
Pennsylvania RJA convention, the 
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Ohio RJA convention, and the 
Dallas Allied Gift and Jewelry 
Show. 


Jacoby-Bender Innovations 
Get New York Times Coverage 


Che New York Times. 


|Watch Band Joins Fashion Parade 


Say gp 
‘ ; 
Y 5 a 
ee ~yJ A ad = 
/ Mee 
“> 4 Bete 
mr 


ULTRASONICS: Picture in Times 
article shows J-B_ president Max 
Jacoby inspecting ultrasonic cleaning 
system at firm’s Woodside, N. Y.., 
factory. 


The increasing fashion impor- 
tance of watchbands was the sub- 
ject of a New York Times feature 
article on Oct. 2, in which Jacoby- 
Bender, Inc., and other leading 
watchband makers were cited. 

Mechanical developments '= and 
greater emphasis on fashion were 
given credit by the Times for in- 
creasing watch band sales volume. 

Named as sales-sparking mechan- 
ical innovations were the stainless 
steel J-B ‘“Watchmate,” water- 
proof band introduced by the firm 
in March, multi-size expansion 
bands and spring-action end on 
women’s bands. 

An interesting advance at the 
J-B factory this year was the in- 
stallation of an ultrasonic cleaning 
system, which as the result of two 
years’ J-B research cleans bands 
more thoroughly and _ eliminates 
possibilities of scratching. 


WMDAA Completes Distribution 
Of Official Watch Parts Catalog 


Distribution of some _ 60,000 
copies of the Official Catalog of 
Genuine Watch Parts to jewelers 
and watchmakers was completed 
last month by the Watch Distribu- 
tors Association of America. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 











Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
36 W. 47 St., N.Y. 36, N.Y. 
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YOU CAN IDENTIFY GEMS 


With the new Cargille-Allen Gem Testing 
Set. Introduces new scientific principles 
and extends the application of old prin- 
ciples. No special training or experience 
necessary. Write for the full story. 


R. P. Cargille Laboratories, Inc. 
117 Liberty St., New York 6, N. Y. 
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CHARMS 
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WELLS MFG. CO. ATTLEBORO, MASS. 
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Stone and Gold Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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@ Van Cleef & Arpels, Inc. fashion- 
able New York jewelry firm, has 
opened a new jewel boutique (shop) 
on the ground floor premises owned 
by next-door-neighbor Bergdorf Good- 
man, New York ladies’ wear depart- 
ment store. It will offer jewels and 
gold gifts ranging in price from 
$100 to $1500. 

@ Beck Jewelers has opened a store 
at 80 Partition St. in Saugerties, N.Y. 
Robert Beckwith will manage _ the 
store and will operate the watch re- 
pair department. 

@ The jewelers 24 Karat Association 
of Western New York met Sept. 24 
at the Lafayette Hotel to install new 
officers. Featured speaker was Elmer 
Lux, past president of the council for 
the City of Buffalo. John and Jim 
O’Dea were chairmen of the Jewelers 
Halloween Ball, held the end of Oct. 
@ Henry Peterson, founder and pres- 
ident of Feature Ring Co. in New 
York, has been named chairman of 
the jewelry division of the Muscular 
Dystrophy Associations of America. 
WM Imperial Pearl Syndicate, Inc. 
opened new offices and showrooms at 
681 Fifth Ave., New York on Oct. 1. 
@ The Watchmakers’ Association of 
New Jersey, Inc. met Oct. 8 at the 
Irvington House, Irvington, N. J. 
Main speaker was Jack S. Ivers, edu- 
eational director of American Time 
Products, Inc., who discussed and 
demonstrated the firm’s ‘“Watch- 
master” timing machines. 

@ Colmes & Brill, New York auction- 
eers and sales specialists recently 
successfully liquidated the stock of 
Woodruff’s in Montclair, N.J. 

@ Lipper, Shinn & Keeley, attorneys 
for the Jewelers Vigilance Committee, 
moved their offices to 41 E. 42nd St. 
in New York on Sept. 30. 

@ James N. Sotack has been appoint- 
ed manager of the Morris Square 
Deal Jewelers of Hazleton, Inc. 

@ Mr. John Cooper, uncle of Elaine, 
Theodore and Douglas Cooper of 
Fred J. Cooper, Inc., 109 S. 13th St. 
in Philadelphia, visited the store re- 
cently. 

@ Mr. and Mrs. Roger Kraut, jewelry 
store owners of Doylestown, Pa., re- 
cently celebrated their 55th wedding 
anniversary. 

@ Paul W. Beatty recently opened in 
its new location in the Beatty-Raffetto 
building on W. Mahoning St., Punxsu- 
tawney, Pa. 

@ Joseph A. Cassarino, diamond set- 
ter for Hamburg Jewelers, Inc. in 
Rochester, N.Y., has been named a 
fellow of the Gemological Associ- 
ation of Great Britain. 
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@ Three jewelry industry executives 
are serving as honorary chairmen of 
the Silverware and Allied Industries 
division of the United Jewish Appeal 
of Greater New York. They are Louis 
Farber of Farber Bros.; Judson C, 
Travis of Handy & Harman; and 
William Wagnitz of Englehard In- 
dustries. A dinner on Sept. 18 launch 
ed the campaign for funds. 

@ Woodstock Jewelers, Woodstock, 
N. Y., has been sold by Albert Moore 
to Charles E. Streit. 

@ Kay Jewelry Stores, chain organ- 
ization with headquarters in Wash- 
ington, D. C., is negotiating for ac- 
quisition of two jewelry store chains 
involving 28 stores. 

@ Joseph Goldstone, president of Im- 
perial Pearl Syndicate, was _ hon- 
ored Oct. 1 by the Japan Pearl Pro 
moting Society in Tokyo, for contri- 
butions to the development of world 
trade in cultured pearls. 

@ Jaguar Accessories for Men, Inc., 
manufacturer and_ distributor of 
men’s jewelry, has been formed in 
New York by Marvin Bruner, for- 
merly vice-president of Bruner-Ritter, 
Ine. 

@ Henry J. Wilson, jeweler of Syra- 
cuse, N. Y., has been chosen as in- 
terpreter for a House subcommittee 
scheduled to visit Russia. He will in- 
terpret for Rep. R. Walter Tiehlman. 
In addition to Russian, Wilson is 
fluent in Polish, German and French. 
@ Wynn's 
new enlarged quarters at 33 W. Main 
St. in Freehold, N. J. 

@ Lucas Wholesale Jewelers has trip- 
led its floor space. It now occupies 
almost the entire fourth floor of the 
Borst Building in Syracuse N. Y. 
Murray P. Lucas is president. 

®@ Gordon’s recently moved into the 
new store built at 316 Market St. in 
Chester, Pa. 

@ Yanagi Pearl Trading Co. has es- 
tablished offices at 2 W. 46th St., New 
York. 

@ Maurell Jewelers, Inc., a new re- 
tail shop, has been opened at 366 
Fifth Ave., New York. Owners are 
Eli and Mark Gindi, who previously 
operated a similar shop in New 
Haven, Conn. 

@ The Horological Society of New 
York will hold its annual dinner Feb. 
9, 1958, at the New Yorker Hotel, in 
conjunction with the Horological In- 
stitute of America board of directors’ 
meeting, and in collaboration with the 
Watchmakers’ Association of New 
Jersey. At the group’s Oct. 8 meet- 
ing, guest speaker Henry B. Fried, 
JC-K columnist, discussed ultrasonic 
watch cleaning. 
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@ The Thirty Club, social group of 
Greater Boston jewelers, met Sept. 
3 to elect new officers. Oscar Gold- 
berg of Sonac Co. is new president; 
Edward Guiness of Louis F. Guiness 
Co. is secretary; and Philip Frieze 
of Gordon Bros. is treasurer. 

@ George B. Spring is new head of 
the diamond department at Malley’s 
department store in New Haven, 
Conn. 

@ Sykes & Libby Inc. of New Haven, 
Conn. has opened a new store in 
Wallingford, Conn. Ernest Nuzzo is 
manager. 

@ Oxford Jewelry of Oxford, Mass., 
has moved to 835 Main St. 

@ Louis DelOrfano, son of Oresto 
DelOrfano, sales manager of Travis, 
Farber Co., Inc., Boston, has joined 
the firm as a salesman. 

@ Louis Buffman is a new salesman 
for Louis F. Guiness, Ince., of 710- 
711 Jewelers Building, Boston. 

@ Swartchild & Co., Inc., moved re- 
cently from 502-505 to 802-803 Wash- 
ington Building in Boston. 

@ Fred J. Hickey has opened his own 
offices, Hickey & Co., in room 310 
Jewelers Building. He and Mrs. Irene 
C. Cox will handle wholesale jewelry. 
@ Joseph Hevesian, jewelry design- 
er, has opened his own offices in 
toom 516 A., Washington Building, 
soston. 

@A new store, 
Jewelers, recently 
ington, Mass. 

@ Samuel F. McAllister, jeweler of 
Woodsville., N. H., has opened a 
branch store in Lisbon, N. H. 


Town & Country 
opened in Bur- 


BE. J. Johnson, jeweler of Caribou, 
Me., scored a hole-in-one while play- 
ing in a recent golf tourament at 
Digby Pines Country Club in Digby, 
Nova Scotia. 

@ Joseph Desjardins, jeweler’ of 
Manchester, N. H., has moved his 
store from Hanover St. to Elm St. 
M Louis Lemay of Lemay Bros. in 
Manchester, N. H. recently visited 
numerous diamond cutters in San 
Juan, Puerto Rico, while on a com- 
bined business-pleasure trip there. 
@ Mrs. Ella J. Bird of Jordan-Marsh 
Co. in Boston was elected president 
of the New England Guild of the 
American Gem Society at the group’s 
October meeting. Mrs. Bird, long- 
time treasurer of the Guild, lectures 
on gem stones, and is gem consult- 
ant for her firm. Other new officers 
are: Donald Bethany of Bethany- 
Brown Co. in Wellesley, Mass., vice- 
president; Walter Bain of D. C. Per- 
cival Co. in Boston, treasurer; and 
Robert Swanson of Swanson Jewel- 


ers, Ine. in 


ENGLAND 


Arlington, Mass., sec- 
retary. 

@ Sessions of the vocational training 
program sponsored by the Manufac- 
turing Jewelers & Silversmiths of 
America, Inc. have resumed for the 
fifth consecutive year, in Providence. 
Courses offered include Toolmaking I 
to IV, Electroplating I and II and 
Samplemaking I and II. Classes are 
held one afternoon each week at Cen- 
tral high school. 

@ New members of the Manufactur- 
ing Jewelers & Silversmiths of Amer- 
ica, Inc., are: Aborn Pearl Manufac- 
turing Co., Inc.; Alice Jewelry Co.; 
Tones Jewelry Co., Inc.; and Crystal 
Jewel Manufacturing Co., all of 
Providence; Donley Manufacturing 
Co., of North Attleboro; and Sheridan 
Silver Co. of Taunton, Mass. Kenneth 
E. Randall has been added as an 
affiliate member. 

@ Members of the board of directors 
of the Boston Jewelers Club met re- 
cently to plan for the first group 
meeting of the 1957-58 season sched- 
uled for Nov. 1 at the Statler Hotel. 
Details will be given next issue. 

@ The November meeting of the 
Horological Society of Massachusetts 
will hear Ben Matz of the Technical 
Information Bureau, Benrus Watch 
Co. Jack Ivers of American Time 
Products was the main speaker at 
the group’s Oct. 15 meeting. 

@ Edward E. Tanny has purchased 
Cohen Jewelry Co., Inc., at 129 Main 
St., Bristol, Conn., from Abraham 
Cohen. He will remodel the premises, 
and will change the name to “The 
Treasure Shop.” 

@ Norman L. Sharfman of Nathan 
Sharfman & Son, Inc., has been 
elected president of the Jewelers divi- 
sion, Central Massachusetts Retail 
Association, Inc. Also elected at the 
first fall monthly dinner meeting of 
the group were: David Gordon of 
Goldstein, Swank & Gordon; vice- 
president; Robert S. Franks of Moul- 
ton Jewelry Co., treasurer; and Frank 
M. Griswald of Chapin & O’Brien Co., 
secretary. 

@ Catamore Jewelry Co., Inc., manu- 
facturer of religious jewelry items, 
has moved from 231 Pine St. to its 
new building at Georgia and Virginia 
Aves. in Providence. Factory space 
has been doubled. Christy Catanzaro 
is president and founder of the busi- 
ness, begun in 1936. 

@ Arden Jewelry Manufacturing Co., 
169 S. Angell St., Providence, is con- 
structing a 7000 square-foot addition 
to its 40,000 square-foot factory 
building. New wing will be used to 
house the firm’s research facilities. 








Aristocrat of 
Cutlery for 
the Table 


Northampton senuine 
Mother of Pearl 
lends orace and charm to 
the formal table. 
Unsurpassed for 
sheer natural beauty 
with gleaming, 
mirror stainless 
steel blades — 
sterling 
silver 
ferrule. Exquisite five 
piece place setting 
— thirty dollars, 
Serving pieces — 
five to twelve 
dollars. 


The Clement Company 


subsidiary of 


NORTHAMPTON 
CUTLERY COMPANY 


Northampton 2, Mass. 














J. A. SILVER CO. 


Your New England Distributor 
of many leading Jewelry lines 
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RONSON 
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167 George St. New Haven, Conn. 
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Wedding Rings * Guard Rings 
* Circlettes - 


» +» OF OUTSTANDING BEAUTY 
and QUALITY | 


Genuine or syn- 
thetic colored gems 
from 1 mm. Ba- 
guette Diamonds. 
All Guard Rings 
set in Platinum or 
Gold channels. 
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Round Diamonds or 
genuine colored 
gems. (1 to 10 pts.) 


Genuine spheres of 
Turquoise, Opal, 
Amethyst, precious 
Topaz, Garnet, 
Chrysoprase, Onyx. 
Ofiental Pearls. 
From $25.00 ec. 
Keystone 
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1907 Golden 1957 
Anniversary Year 


6 E. MONROE ST. 
CHICAGO 3, ILL. 





Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Smal! 


Diamonds China Old Gold 
Watches Silver Platinum 


Jewelry Antiques Fixtures, etc. 
CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established {880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, III. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 














DIRECT IMPORTERS 


of 
GENUINE STAR SAPPHIRES 
Mounted and Unmounted 
Memo selection to rated jewelers 
JACOBSON GEM COMPANY 


55 E. Washington St., Chicago 2, Ill. 
Phone RAndolph 6-5655 
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WEDDING INVITATION 


“She Finest Cngraving that can be made” 


WILL ECKER & CO. 


414 N. TWELFTH BLVD. + ST. LOUIS 1, MO. 
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@Q. R. Holt was elected president of 
the Missouri Retail Jewelers Assoc- 
iation at the group’s two-day conven- 
tion during September. Clinton Holt 
was reelected secretary-treasurer. Dis- 
trict vice-presidents elected were: G. 
I. Christopher of Rolla, H. G. Butter- 
field of Joplin and Carl Bartholomew 
of St. Louis. 

@ Gunst, Kanow & Gassin, Chicago 
distributor of Speidel Watch Bands, 
was host on Oct. 9 to some 115 Chi- 
cago area jewelers. The jewelers, 
guests at a steak dinner at the Cove. 
nant Club, heard Speidel sales man- 
ager Charles Spitzer discuss. the 
various promotion and publicity tie- 
ins available to jewelers in conjunc- 
tion with the firm’s sponsorship of 
the network TV show, The Price Is 
Right, giant giveaway program star- 
ring Bill Cullen. 

@ Joseph Herman has opened a retail 
store in the Atlas Building, 8 E. Long 
St., Columbus, Ohio. 

@ Mrs. Lora Wisterman, 87-year-old 
owner of the only jewelry store ever 
established in Rockford, Ohio, will 
close the store and retire. 

@ Raskins Credit Jewelers of Grand 
and Robinson Sts., Oklahoma City, 
has leased a third of the space oc- 
cupied by the downtown F. W. Wool- 
worth store. 

@ Vermillion’s Inc. has moved from 
917 Meridian St. to 1120 Meridian St. 
in Anderson, Ind. Store is managed 
by Everett Levi. 

@ David C. Fogel, owner of Rogers 
Jewelry Co., 552 W. Broadway, 
Omaha, has purchased the Chaffee 
Watch Shop at 16 Pearl St. Former 
owner Faith Chaffee will continue to 
manage the store. 

@ Sixty engineers from all parts of 
the nation toured the Hathaway In- 
strument division of Hamilton Watch 
Co. in Denver Sept. 13, during a con- 
vention of the American Institute of 
Electrical Engineers. 

@ Leon Nelson, jeweler of Blanchard- 
ville, Wis., has purchased the Conrad 
A. Feurer jewelry store at 218 E. Mill 
St., Plymouth, Wis. 

@ Jenkins & Co., 726 Main St., Rich- 
mond Ind., and Davis Jewelry Co., 
827 Main St., also of Richmond, have 
consolidated. New store name will be 
Davis-Jenkins Jewelers. A new build- 
ing will be constructed at the present 
Davis site. It will be owned and op- 
erated by I. C. Davis and Sid Selig- 
man. 

@ Harold Day, jewelry store owner of 
LaGrange, Ky., has moved his store 
from the McDowell Building to the 
Guthrie Building. 

@ The Chicago Jewelers Association 
held its first fall meeting at the Pal- 
mer House in Chicago on Oct. 17. All 
past presidents were invited. Gus 
Niemeyer of Handy & Harman Co., 
chairman of the Jewelers Vigilance 
Committee, spoke, 
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@ The North Dakota Watchmakers 
and Jewelers Association held its an- 
nual convention Aug. 10 at the Grand 
Pacific Hotel in Bismarck. Main 
speaker was State Representative R. 
Fay Brown, who urged members to 
actively support favorable legislation. 
Newly-elected 1957-58 officers are: 
H. T, Wickam of Mandan, president; 
O. A. Finny of Ellendale, vice-presi- 
dent; A. M. Foss of Minot, secretary- 
treasurer; and Kenneth Helmers of 
Lisbon, a director. 

@ Thomas Butts, graduate watch- 
maker of the American Academy of 
Horology, Denver, recently 
opened the Hayward Jewelry Store in 
Hayward, Wis. 

@ Jack B. Kraus, watchmaker, has 
purchased the Fritz E. Martin jewel- 
ry store at 215 N. Columbia St., Union 
City, Ind. New name will be Jack B. 
Kraus Jewelers. 

@ Clarence E. Knorpp, who managed 
the diamond department for Wright 
Kay & Co., Detroit, has established 
offices in the Jaikins Building, 1100 N. 
Woodward St., Birmingham, Mich. He 
is a certified gemmologist. 

@ Zale Jewelry Co.’s store in Omaha 
has been extensively remodeled. Floor 
space has also been increased in the 
215 S. 16th St. establishment, which 
was opened 17 years ago. James FE. 
Robinson is manager. 

@ The 26th annual Denver Gift and 
Jewelry Show was held during Sep- 
tember at the Albany Hotel. Buyers 
from the Rocky Mountain area at- 
tended a party and a dinner-dance. 

@ Lester E. Kirkpatrick, 2010 Divi- 
sion Ave., S., Grand Rapids, Mich., 
has sold his store to Jacob Barr, for- 
merly assistant manager of Herkner 
Jewelry Co., Inc., also of Grand 
Rapids. 

@ The Greater Detroit Jewelers As- 
sociation held a dinner meeting Oct. 
1 at the Calvert Catering Co., follow- 
ing a directors’ meeting. Nominating 
committee members were appointed 
and plans were discussed for a dinner 
party on Dec. 1, 

@ The Wadsworth watch case plant 
at Dayton, Ky., a division of the 
Elgin National Watch Co., will close 
soon, because of “reduced need for 
domestically made watch cases.’’ Some 
200 employees were notified that oper- 
ations would be suspended at the end 
of the year. 

M@ Wolf C. Hansen of Hansen & Han- 
sen, Denver, celebrated his 60th year 
in business Oct. 1, “by working as 
usual.” Hansen is. vice-consul in 
Colorado for his native Denmark, 
where he started in the jewelry busi- 
ness at the age of 14. 

@ A meeting of the directors of the 
Chicago Jewelers Club was held Sept. 
20 in the new conference room of the 
Pittsfield Building. Frank Jellinek, 
owner of Buffalo Jewelry Case Co., 
was elected a new resident member. 
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@ Ben W. Heald, executive secretary 
of the Wisconsin Retail Jewelers As- 
sociation, recently discussed pitfalls 
which jewelry buying consumers 
should avoid. Speaking to the La 
Crosse Rotary Club, Heald advised 
his listeners to buy from a dealer who 
is honest and who knows what he is 
selling. 

@ The annual Christmas party for 
members and guests of the Chicago 
Jewelers Club is scheduled for Dee. 
23 in the Club rooms. Herman Kra- 
mer is in charge of the affair. 

@ Phylis Gress, daughter of Mr. and 
Mrs. Gilbert H. Gress, jewelry store 
owners of Gary, Ind., was married 
Aug. 31 to William Hamer, 


. M. Wall and his son, Edward A. 
Wall, of Elkin, N. C., have opened a 
jewelry store in North Wilkesboro, 
N. C. The elder Wall operates jew- 
elry stores in Elkin and Mount Airy, 
N. C., and in Pulski and Radford, Va. 
@ Vern G. Walsh and Harvey Walsh 
have opened a jewelry store at 821 
Caroline St., Fredericksburg, Va. 

@ Leon Levi, Inc., Baltimore, Md., 
jewelry firm, has leased and occupied 
a warehouse at Redwood and Paca 
Sts. 

@ S. M. Deal has been elected presi- 
dent of the Tallahassee Horological 
Guild and H. E. Parks was chosen 
secretary-treasurer. At a meeting 
Sept. 27, members heard E. H. Barker 
discuss professional techniques. 

@ Brownlee Jewelers, Inc., of 108 S. 
Tryon St., Charlotte, N. C., is ex- 
panding its store area to include the 
next-door location formerly occupied 
by a hat shop. 

@ Buckingham & Flippin, 919 Main 
St., Lynchburg, Va., has remodeled, re- 
decorated, and more than doubled its 
previous sales space area. A formal 
opening was held Sept. 16. 

@ Steve Stephens has joined the staff 
of Julius Goodman & Son, 113 Madi- 
son Ave., Memphis. 

@ Lowell G. Hays, wholesale jeweler 
of Memphis, was elected grand war- 
den of the Grand Commandery of 
Knights Templar of Tennessee, at the 
group’s 96th annual convocation in 
Nashville. 

@ Rudolph J. Ortmann, Charleston, 
S. C., jeweler, has been named chair- 
man of the executive board of In- 
Town Park and Shop, Inc., retailer 
business group formed to promote in- 
town shopping. 

@ Guy J. Merry, jewelry store owner 
of Eustice, Fla., has purchased the 
Brown Hardware and Apartment 
Building. He will occupy those prem- 
ises after remodeling. 

@ Crown Jewelers recently opened at 
535 Milam St., Shreveport, La. 
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@ Harold Walker of Salida, Colo., has 
moved his store from 107 S. Main St. 
to 307 S. Fifth St. He is a member of 
the Horological Institute of America. 
@ The Golden Roosters will meet Nov. 
7 at the Congress Hotel in Chicago 
for their annual stag party and 
election of officers. 

@ Richard Logemann has been named 
vice-president for Loge- 
mann’s Inc., Milwaukee. 

®@ The 1958 Benjamin Allen Co. cata- 
log is being distributed to the firm’s 
dealers. It features the same lines as 
in the past. 

@ Ralph Simon of Vincennes, Ind., is 
new president of the Indiana Jewelers 
Association. 


SOUTH 


@ James B. Echols, owner of Echols 
Jewelers, Inc., in Tifton, Ga., has been 
named president of the 200-member, 
state-wide Georgia Watchmakers and 
Retail Jewelers Guild, Inc. The new 
state group, whose headquarters are 
in Atlanta, had its forebears in five 
district guilds. Other officers are: 
Buford Harris of Atlanta, Robert 
Young of Carrollton, H. S. Temples 
of Vidalia and Pat Patterson, vice- 
presidents; Guy Payne of Macon, 
secretary; and P. 8S. Stovall of 
Atlanta, treasurer. 

@ Thelma’s Gifts and Jewelry has 
opened in its new location at 137 Bull 
St., in Savannah. 

@ Hausmann Jewelry Co., famed 145- 
year-old New Orleans store, recently 
marked completion of an 18-month 
remodeling program with a three-day 
open house. More than $1 million 
worth of diamonds were on display 
for visitors, who received an _illus- 
trated booklet about New Orleans. 


@ Daniel W. Crone, Jr., has been 
elected president of S. & N. Katz in 
Baltimore. He was previously execu- 
tive vice-president of the firm. 
Richard H. Erlanger, George W. 
Greenbaum, Arthur W. Siegel and 
Bernard A. Heller have been elected 
as directors. 

@ George W. Heffernan is conducting 
a liquidation sale at his store in the 
Hotel Peabody Building, 85 S. 2nd St., 
Memphis. 

@ Three Baltimore gem and mineral 
clubs were awarded prizes at the re- 
cent seventh annual gem and mineral 
show in Old Point Comfort, Va. 
Award winners were: Gem Cutters 
Guild of Baltimore, Baltimore Mineral 
Society and Maryland Lapidary Club. 
Individual awards went to Catherine 
Muffolette and Edward A. Geisler, 
both of the Gem Cutters Guild. Show 
was sponsored by the Eastern Federa- 
tion of Mineralogical and Lapidary 
Societies. 
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PRESENTS 
A Better Quality Highly Styled 
1-Jewel Pin Lever 
Novelty & Promotional 
Watch Line 
in Attractive Pastels, Pearl, 
Rhinestone & Various 
Colored Stones 
Bangle & Bracelet Models 
Men’s Extra thin, 
Round & Square 
© 7 Jewels 
© 17 Jeweled-Lever Watches 











Priced Low to Increase 
Your Sales 


14K WHITE GOLD 


DIAMOND WATCHES 


with Nome Brand Movements 


AVAILABLE TO RATED JEWELERS ON 3 DAY MEMO. 
: Hy grade Wi ted, Distr 


580 Fifth Ave., New York 36, N. Y. 





IT’S GOOD FOR THE 


LUSTRE 


Because of their beauty and perfection, 
there are no limits to the amount of 
pampering TOGA pearls get. You'll 
know what we mean when you see 
them—and so will your clients. 


WRITE TODAY FOR FREE NEW CATALOG show- 
ing the complete line of necklaces, chokers 


and cultured pearl jewelry. 
Memorandum selection rushed upon request 


A Division of Maurice Goldman & Sons 
10 W. 47 St. New York, N. Y. 
Suite 903 PL 7-5764 PL 7-8293 





Watches Wanted — Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Platinum, Diamonds, Sterling. 
Package kept aside 10 days, subject to 
your approval of our remittance. 
Reference: Dun & Bradstreet. 
ANTIN’S, 114 Beronne Street 
New Orleans 12, La. 








Diamond 
Baguette 
Sapphire Ring 
by bew 


Diamond and 
Sapphire Ring 
bew 


K. Co tions 


/ 
rom old jewelry 


.. our specia lty 


Ask for Designs and Information 


Bierschenk-Clark-Wiegand, Inc. 


203 S. 12th St., Philadelphia 7 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave., New York 10. N.Y. 
AL. 4-0104 








WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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LIFETIME 
GUARANTEED! 


CIGARETTE LIGHTERS 


Dynaflex sparking action 
at no extra cost 

Choice of Styles and 
colors 





FREE repair service for life! 
r4t finest stores 
coasl-la-coast 

Write for free 


full-color 
brochure ... 


G & S Mfg. Co., 
Nashville, Tenn. | 


Pocket Lighters $2.25 to $6.95 
Table lighters $12 to $20 
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@ “Try Our Easy Payment Plan,” 
reads a sign in the window of Michel’s 
Jewelry Shop in San Antonio... “100 
per cent down—no questions, and no 
monthly payments!” 

@ Gordon Jewelry Co., chain-store 
firm with headquarters in Houston, 
has opened a new store, in the Gate- 
way Shopping Center at Stagg Ave. 
and llth St., Beaumont, Tex. Gor- 
don’s has also leased space for an- 
other San Antonio store in the now- 
being-constructed Terrell Plaza Shop- 
ping Center, on the Austin highway. 
@ The Board of Commissioners of 
Jeaumont has voted to abolish the 
city’s jewelry auction ordinance and 
will instead draw up an ordinance ap- 
plicable to all lines of retailing. 

@ Charles S. Nacol Jewelry Co. moved 
last month from 450 Austin Ave. to 
528 Proctor St., Port Arthur, Tex. 
Remodeling and air conditioning are 
planned. 

@ Frank Lindley of Dallas has been 
named district manager of Zale Jewel- 
ry Co.’s stores in Longview, Tyler, 
Shreveport (all in Texas) and El 
Dorado, Ark. Lindley has been with 
Zale since 1947. 

@ William W. Brown, graduate gem- 
mologist of the Gemmological Insti- 
tute of America, has opened a jewelry 
business on N. 10th St., McAllen, Tex. 
Name is Brown’s Jewelry. 

@ Salem’s Jewelers of Six Points, 
Corpus Christi, Tex., held a two-day 
opening last month for its new down- 
town store at Chaparral and Williams 
Sts. This is the firm’s fourth enter- 
prise in Corpus Christi. 

@ Barnett Jewelry of Austin recently 
remodeled its store exterior, using a 
new modern glass and stone decor. 

@ Curtis Jewelry of Arlington, Tex., 
recently opened a new store at Center 
and Abram Sts. 

@ The Shreveport-Bossier Watchmak- 
ers Guild recently held a special meet- 
ing to witness a demonstration of 
C. & E. Marshall Co.’s_ ultrasonic 
cleaning machine. Demonstrators were 
Jimmy Roques and George Bordeaux. 
@ Winford Anglin, secretary of the 
Oklahoma Horological Association, 
has received the diamond certificate 
from the Gemmological Institute of 
America. 

@ Lina Bros., Inc., of Dallas has ap- 
pointed Mrs. Harold Moore its bridal 
consultant. This is a new service of 
the firm. 

@ William L. Schindler has been ap- 
pointed manager of Shaws Jewelry 
Co., Ine., Corpus Christi, Tex. 

@ Simmons Jewelers, Inc., of Beau- 
mont, Tex., is being enlarged and re- 
modeled. 

@ Teague Jewelry in Teague, Tex., 
recently completed a remodeling pro- 


vyram. 
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@ Cheek’s Jewelry of Sallisaw, Okla., 
is readying a new location at Choc- 
taw Ave. and N. Oak St. Mr. and Mrs. 
Barney Cheek are owners. 

@ Barney Fishbein, associated for 
many years with Oklahoma City’s 
jewelry business, has joined Raskin 
Credit Jewelers. He was associated 
with Weber’s for many years. 

@ Bailey Jewelry opened Aug. 14 at 
114 N. Main St., Baytown, Tex. Own- 
ers are Mr. and Mrs. W. W. Bailey. 
He is a member of the Texas and 
Southwestern watchmakers  associa- 
tions. 

@ Oklahoma City police have asked 
the assistance of watchmakers and 
jewelers in helping solve a murder 
case. The police seek identification of 
scratch marks D1005, 60B40, B993M, 
H128F and BM11D. 

@ Zale Jewelry Co. has leased the 
Ault-Kirkpatrick Building at Fourth 
and Main Sts., Tulsa, Okla., where it 
plans to open a new store. 

@ Fred Swartz & Co., wholesale jewel- 
er of Dallas, is now located in new 
and larger display rooms at 1708 
Jackson St. 

@ Anderson Bros. Jewelers, oldest 
jewelry store in Lubbock, Tex., has 
moved from 1012 Broadway to 13th 
St. and Ave. J. J. Dorman Igo is store 
manager. 

@ Al Lastovica has opened a new 
jewelry store at Second and Central 
Aves. in Temple Tex. 

@ Clifford L. Watson, watchmaker 
with G. W. Hetherington of Texas 
City, Tex., has been awarded the dia- 
mond certificate of the Gemmological! 
Institute of America. 

@ Mary Louise Clements, daughter of 
Sam Clements, president of the Okla- 
homa Horological Association, is serv- 
ing as an airlines hostess for Central 
Airlines. She is based at Oklahoma 
City, and works flights to Denver, 
Dallas and Fort Worth. 

@ Rusk Jewelers of Rusk, Tex., re- 
cently moved to a new location, on 
the south side of the town square. 
@ L. V. Colvin, president of the Hous- 
ton Guild of the Texas Watchmakers 
Association, has accepted a _ position 
with Townsend Jewelry Co. of Liberty, 
Tex. 

@ EF. L. Brown, co-owner of Percy 
Brown Jewelers in Houston, was re- 
cently installed as Grand Knight of 
Bishop Odin Council 2917, Knights of 
Columbus. Brown is immediate past 
president of the Texas Watchmakers 
Association. 

@ Walter Fuermann has moved his 
store in San Antonio from 1702 N., 
Main St. to new and larger quarters 
at 1801 N. Main St. 

@ Curtis Jewelry of Arlington, Tex., 
has opened a new store at Center 
and Abram Sts. 





WEST COAST 


@ The 12th annual Champagne Din 
ner and Dance of the Jewelers 24- 
Karat Club of Southern California 
was held Oct. 24 at the Beverly Hilton 
Hotel in Los Angeles. Committee 
chairmen were: Max Wolman, reser- 
vations; Walter Dorrer and Jules 
Lindenbaum, arrangements; Max 
Strasburg, entertainment; and Her- 
man Seigel, financial. 

@ Edward C. Guerriero has opened a 
jewelry store at 432 N, San Fernando 
Rd. in Burbank, Cal. 

@ Harold H. Phelps has opened a 
watch and jewelry repair shop at 315 
W. Huntington Drive in Monrovia, 
Cal, 

@ Albert Binder, former Philadelphia 
wholesale jeweler, has opened a watch 
repair business in Room 607, 315 W. 
Fifth St., Los Angeles. 

M Seven Los Angeles jewelry sup- 
pliers joined together during Sep- 
tember to create three regional trade 
shows, in San Diego, Phoenix, and 
Fresno, Cal. Participants were: Alli- 
son-Kaufman Co.; Calan Co.; Coro, 
Inc.; E. W. Reynolds Co.; J. E. See- 
man Co., Inc.; Philip Wolman Co.; 
and Perfecta Watch & Clock Co. 

@ Art Harris has been named north- 
ern California sales representative of 
Calan Co., 448 S. Hill St., Los 
Angeles. Firm is a Speidel distribu- 
tor. 

M Rene Robert, former  Longines- 
Wittnauer and Movado employee, has 
opened a watch repair shop at 704 
Market St., Room 406, San Francisco. 
He lives with his wife and two sons 
in Corte Madera, 

@ Bob Fraboni, son of Nello L. Fra- 
boni, retail jeweler of 927 Pacific 
Ave. in Santa Cruz, recently gradu- 
ated from the Bradley Watchmaking 
School in Peoria, III. 

@ Mrs. Gerda McClelland has been 
appointed to the staff of Pacific Dia- 
mond Co., San Francisco diamond 
wholesale firm serving 11 Western 
states. Mrs. McClelland has been as- 
sociated with Bay area jewelry firms 
for 34 years. 

@ Warren Leonard has been appointed 
manager of the Riverside Cal., store 
of Slavick’s Jewelry, chain store firm. 
@ The California Retail Jewelers As- 
sociation has completed plans for 
sponsorship of a “Tour to Paradise” 
trip to Hawaii for members, families 
and friends. The 12-day tour will 
begin Jan. 17. 

@M Arthur Polacheck and Agnes 
Greenland, owner and manager re- 
spectively of Brand Jewelers, Glen- 
dale, Cal., won cash awards for their 
prize-winning window display, in 
competition with jewelry stores in 
California, Nevada and _ Arizona. 
Towle Silversmiths, of Newburyport, 
Mass., presented the award. 
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@ Maurice Ritchie has opened his own 
store in Albany, Ore. He had been 
with Weisfield’s, Inc., for 12 years, at 
branch stores in Portland and Everett 
and Yakima. 

@ John B. Rowe, former instructor at 
the Gemological Institute, Los An- 
geles, has opened a jewelry store in 
Suite 307, 521 Pine St., Seattle. 

®@ Lawson’s Jewelers, southern Cali- 
fornia credit jewelry store chain, re- 
cently opened its 18th store, in the 
South Bay center, Redondo Beach. A. 
Robinson is manager. 

@ Muller & Asplund has moved from 
104 E. Holly St. to Magnolia St., Bell- 
ingham, Wash. 

@ Raphael’s, Seattle, Wash., recently 
purchased the bankrupt stock of 
Lochow Jewelers in district court. 

@ Ben Brice has sold Ben Cohn Jewel- 
ers of Spokane, Wash., to Zale Jewel- 
Brice plans to become a dia- 


ry Co. 
offices in the 


mond importer, with 
Hyde Building. 

@ Leo H. Weisfield, president of Weis- 
field’s, Inc., of Tacoma, Wash., re- 
cently announced its creation of a 
Dutch corporation, which has pur- 
chased a diamond-eutting and polish- 
ing works in Amsterdam. The Dutch 
subsidiary will supply the 28 Weis- 
field stores throughout Washington, 
Oregon, California and Idaho with 
polished diamonds. 

®@ Goodman Jewelers, which was es- 
tablished 50 years ago, in Minnesota, 
will open its ninth store Nov. 1 at 
3940 Main St., Riverside, Calif. The 
other stores are in Minnesota and 
California. 

@ New store manager at Shaw’s Jew- 
elry in Reno, Nev., is Robert J. Cole. 
He joined the staff in August. 

@ Haas Jewelers, Inc., 89-year-old 
jewelry store in Hayward, Cal., has 
been sold to Hayward Loan Co. 

@ A new, $450,000 plant being built 
by West Coast Micronics division of 
Klgin National Watch Co. in the 
Canoga Park Industrial Center, Los 
Angeles, is nearing completion. 

@ Paul Chicka has purchased Alex- 
ander Holcombe, 3054 Taraval St. 
in San Francisco. New name is Greg’s 
Jewelers. 

@ California jewelers are due for a 
sales tax break on accounts receivable 
that go sour. An amendment to the 
California Revenue and Taxation 
Code grants retailers the right to 
charge sales tax back to the state if 
it was paid on merchandise sold on 
credit, the bill for which later proves 
uncollectible. 

@iIrwin J. Weiner, owner of Proc- 
tor’s, Fresno, Cal., has announced 
that his son Ronald is now associated 
with the firm. Ronald is a graduate 
of Fresno State College and of the 
University of Southern California. 
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Vixmmowd 
5 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND 
WATCH CASES 


To fit Name Brand Movements 


and on Our Regular Line of 
CRYSLER Quality Watches in- 
cluding 360° Wind AUTO— 
MATICS. 


LOOSE and MOUNTED DIAMONDS 


AVAILABLE TO RATED JEWELERS ON 3 DAY MEMO. 











State Price Range Desired. 


CATA LOG upon request 
WATCH & 
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580 Fifth Ave., New York 36, N. Y. 
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NATIONALLY ADVERTISED 


gold plated Cherub eoarclips with freshwater 
type simulated pearls, 3.95, matching brac. 3.95, 
neck. 2.95, Keystone. Write for our 24 page 
catalog of unusua! jewelry by Paul Klepa. 


KLEPA ARTS 
9053 Nemo St. 
Los Angeles 46, 

Calif. 











NYE’ Porpoise i 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 





Sell 


LITTLE PRECIOUS 


Combine 
jewelry; 


popular “Little Precious’ 
this handsome 36 piece red 


leather-grained counter display case; 


the ever growing baby market, 


and 


that means sure sales for you. Ask 
your Barrows wholesaler. 


NORTH ATTLEBORO, MASS. 








FOR SALE 


MATERIAL HOUSE 


All Franchises 
Large City 
PACIFIC COAST 


$100,000 Plus Volume 
$17,500 Cash 
Balance Terms 
Reliable Party 


If you can't raise 


$20,000, don't write 


Confidential 
Box “J., 3374" 
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Gold Sop FINE POCKET KNIVES 


Leather 
Accessories 


THE JEWELRY & CUTLERY NOVELTY CC. 


Nerth Attlebore @ 


Massachusetts 
Through Leading Wholesalers 
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RUSH TO Edwin Drced 


Prove for yourself now our jewelry 

show Card window service can nel 

yOu make more sales! Ask for 

DAY FREE TRIAL. Phone, write or 
TODAY — 


wire 


14 WEST 23 ST., NEW YORK 10 


itetime 
WEDDING RINGS 
Experts nave created the world’s ; 
newest gold wedding rings. You'll 
hear more much more about 
the profit producing Lifetime 
Wedding Rings 
THE LIFETIME CO. 

119 Edison Pl.,. Newark 5, N. J 
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Executive Appointments 








has been 
member of 
Bulova 


M. Patterson 
and 


directors 


Everett 
elected president 
the board of 
Research and Development 
ratories, Inc. He was formerly 
vice-president of Research and 
Engineering of the Standard- 
Thomson Corp., Dayton, Ohio, and 
has been associated with Bell 
Telephone Laboratories, U. 5S. 
Time Corp., Patterson-Moos & Co., 
and Avien, Inc. He is credited 
with many pioneering engineering 
achievements on jet engines and 
rocket propulsion control devices. 


of 


Labo- 


Harold E. Rich E. M. Patterson 


been elected 
genera! 


division 


Harold E. Rich has 
vice-president and 
manager for the watch 
of Elgin National Watch Co., El- 
gin, Ill. He will direct all field 
sales and merchandising services 
of the division’s marketing de- 
partment. Rich has been with 
Elgin since 1946, first as a dis- 
trict sales representative, later as 
Southwestern regional man- 
ager and supervisor of the Wads- 
worth-Hadley watch sales division 
of the firm. He became sales man- 
ager last year. 


sales 


sales 


Willis D. Evans has been named 
vice-president in charge of mar- 
keting for Elgin American, Elgin, 


[1]. 
dent 


he was vice-presi- 
Watch Co., 

former affiliate, 
as general sales 
Elgin National 


Previously, 
of Illinois 
Elgin American’s 
and had 
manager 
Watch Co. 


Case 


served 
for 


been 
in charge 
American, 
all phases 


Mort L. Vogelman has 
moted to vice-president 
of operations for Elgin 
Inc. He has served in 
of the firm’s operations during his 


pro- 


24 vears’ service. 


Gunderson has been 
manager for Elgin 

He was product 
Laboratories 
American 


Harvey ap- 
pointed 
American, 
manager 
before he 
1954. 


sales 
Inc. 
for Armour 
joined Elgin 
in 


Baustert has been named 
manager for Elgin 
Inc. He joined the firm 
assistant advertising 


James L. 
advertising 
American 
1954 

manager. 


as 


in 


W. F. O'Brien has been appointed 
sales manager of Salem Clock Co., 
51 E. 42nd St., New York. He was 
previously manager for Seth 
Thomas Clock Co. 


sales 


Anderson has been ap- 
pointed of Anson, Ince., 
Providence, R. I. He is superin- 
tendent of the firm’s plant No. 2. 


Lars H. V. 


director 


C. Read McLean, vice-president in 
for Towle Manu- 
facturing Co., Newburyport, 
Mass., silversmiths, has _ been 
elected to the board of directors. 


charge of sales 


Dale V. 
vice-president in charge of indus- 
trial relations for Elgin National 
Watch Co., Elgin, Ill. 


Cropsey has been elected 


Willis D. Evans Mort L. Vogelman Harvey Gunderson James Baustert 
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Obituaries 











Theodore Andrae, 55. owner of 


Andrae Jewelry Co., Orangeburg, 
S. €., died sept. 11. 


S. Harry Ashe, 72, retired em- 
plovee of Roy Watch Case Co., 
New York, died Sept. 13. 


Mrs. Marie Azeez el-Khoury, 74, 
retired jewelry designer and for- 
“The Little Shop 
New 
d’art 


mer owner of 
of T. Azeez,”’ 
York jewelry and 
shop, died Sept. 26. 


fashionable 


objets 


Ralph R. Bogage, 72, owner of 
Bogage Jewelers in Worcester, 
Mass., died Sept. 23. He was a 
member of the American Na- 
tiona] Retail Jewelers Association 
and of the U. S. 
cietv. His wife and a son survive. 


Horological So- 


vr 


Joshua S. Crohn, 67, diamond mer- 
chant of 2 W. 46th St., New York, 
died Sept. 7. Crohn, who founded 
his own company in 1945, served 
as a national buying agent for re- 
tail jewelers. 


Fera Decker, 88, founder of 
Decker Jewelry Co. in Salt Lake 
City, Utah, died Sept. 25. 


Harry S. Duckworth, southeast 
representative of Fisher, Bruce & 
Co. of Philadelphia, died Sept. 4. 


Julius Ben Erickson, 66 jeweler 
of Roseville, Calif., died Sept. 11. 


Melvin K. Erlanger, 56, president, 
of S. & N. Katz, Inc., six-store 
jewelry firm of Baltimore, Md., 
died Sept. 18. He started with 
Katz in 1918. His wife and a son 
survive. 


Paul Filipek, Jr., 54, diamond set- 
ter for Tessler & Weiss, Union, 
N. J., died Sept. 5. His wife and 
a daughter survive. 


Fred P. Guerney, 52, jeweler of 
Brockton, Mass., died Sept. 9. A 
certified gemologist, he was a 
member of the New England 
Guild of the American Gem So- 
ciety. He is survived by his wife. 
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Charles C. Hageman, 72, retired 
silversmith for Tiffany & Co. in 
New York, died Sept. 6. 


Charles W. Hosking, 86, president 
of C. M. Ward & Co., Boston, died 
Sept. 6. 


Solomon Kipnis, 81, founder and 
vice-president of the Clover Bead 
& Jewelry Co., Inc., in Providence, 
R. I., died Oct. 4. His wife and 
two daughters survive. 


Bernard J. Koblenz, owner of B. J. 
Koblenz Co., Albany, N. Y., died 
Sept. 9. 


George <A. Lake, 86, _ retired 
jeweler of Swansea, Mass., died 
Sept. 1. 


Morris L. Levine, president of 
Elesay Jewelry Co., Chattanooga, 
Tenn., died Sept. 1. 

V. E. Lurchin, 81, retired jewelry 
store owner of St. Johnsbury, Vt., 
died Sept. 7. At one time his 
store, Lurchin & Lurchin (now 
Day’s Inc.) was the only manu- 
facturer of Watts crystal gold, 
used extensively in dental work. 


Harry E. Lux, founder of the for- 
mer firm of Lux, Bond & Lux on 
Pratt St., Hartford, Conn., died 
Aug. 18. Two daughters survive. 


Arthur J. Michaels, 70, represen- 
tative of B. A. Ballou & Co. of 
Providence, R. I., died Sept. 27. 
He was a member of the Jewelers 
Fraternal Association. 


Mrs. Elizabeth C. Morell, 76, wife 
of Alfred Morell, head of the 
jewelry firm of Alfred Morell, 608 
Fifth Ave., New York, died Sept. 
11. 


Leo Michaels, 79, partner in 
Irving Michaels & Co., wholesale 
jewelry firm, and a director of 
Michaels Jewelers, died at New 
Haven, Conn., Sept. 20. Born in 
Toronto, he came to this country 
in 1901 and in 1925 joined his 
brother Irving in the jewelry 
business. Michaels Jewelers oper- 
ates 13 stores in Connecticut and 
Rhode Island. He is survived by 
his wife, his brother Irving, and 
two sisters. 


COLLEGE SEAL & CREST CO. 


a quality House Since 1875 


ra 


TO THE OVERWHELMING 
RESPONSE TO OUR GREAT 


“HIGH SCHOOL 
KEY 


TRAFFIC BUILDING 
PROMOTION... 


Our present volume production 
has effected economies allowing 
us to offer an even lower price. 


ON ALL CONFIRMED ORDERS 
RECEIVED BEFORE 


*Rebate will be given on all key orders 
at our former price, now in the house. 


LOOK AT THESE FEATURES 


% GOLD PLATED KEYS 

% AUTHENTIC ENAMEL COLORS 
*% NO DIE CHARGES 

% COMPLETE PROMOTION PLAN 


Shipment after Jan. 1. 
Billing date of May l. 


My 


COLLEGE SEAL AND CREST CO. 
236A BROADWAY 
CAMBRIDGE 39, MASS. 





Precious and 
Semi-precious 


STONES 


Cat's eyes 
Rubies 


Aquoamarines 
Amethyst 
Turquoise 


RINGS 


Precious Stones 


Star Sapphires 
Emeralds 
Sapphires 
Peridot 

Jade 


in appealing mountings 
for ladies and gentlemen 


Memo selections sent promptly 


Allan Caplan 


580 Fifth Ave. 


New York 36, N. Y. 
PLaza 7-1560 








» HEADQUARTERS 
s for Nationally 


Known Lines 


In our own building with Greater 
Facilities for Better Service 


AMITY U S TIME ALVIN 
NORELCO SEMCA EVANS 
ARVIN INGRAHA SCHICK 


M 
ULYSSE —- WESTINGHOUSE 


WATERMAN DGautyen 


RUM PP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Cotalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Minois 


CASCO 
WEST BEND 
DELTAH 





_ TEEN-AGE HIT! 


Proven Success 


| Patented 
bd Me Heavy Weight 
(KEYSTONE) 
HIGH SCHOOL 
FRIENDSHIP RING 


® Sterling silver 

® Baked enamel! 
colors 

® Place for 
engraving 


Siace 5-9 


ALL HIGH 
SCHOOL COLORS 


A natural for promotion-minded jewelry stores .. . 
mats, dispicys and banners furnished . . . 3 dozen 
minimum for original order . . . send for sample. 


GAINSBORO OF BOSTON 


13308 Beacon St. Brookline, Mass. 
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Samuel Posin, 62, president of 
Posins Jewelers in Wheeling, 
W. Va., died Sept. 13. 


William I. Rosenfeld, 91, pear! 
and diamond importer, and oldest 
member of the 24 Karat Club of 
New York (elected a charter mem- 
ber in 1902, president in 1917), 
died Sept. 10. 


Car] Rosenberger, 85, founder and 
chairman of the 
Inc., costume jewelry 
turer, died Oct. 7. 
iness leader and 


board of Coro, 


manufac- 
The noted bus- 
philanthropist 
started as a jewelry salesman at 


Coming Events 


i A et Ve KA SH CUFF 

4-10 — Keystone China & Glass 
Show, Fort Pitt Hotel, Pittsburgh. 

4-10—Carlton House China & Glass 
Show, Carlton House, Pittsburgh. 

5-10—Pittsburgh Glass & Pottery 
Exhibit, Penn Sheraton Hotel, Pitts- 
burgh. 

5-8—Miami Beach 
Toys, Souvenirs and 
Show, Roney Plaza 
Beach, Fla. 

13-19 — Winter Market, 
dise Mart, Atlanta, Ga. 

19-22-Southeastern China, Glass 
and Gift Show, Atlanta Biltmore Ho- 
tel and Municipal Auditorium. 

19-24—-California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart. 

19-24— New York Lamp 
Hotel New Yorker & New 
Trade Show Bldg. 

19-24—-New York Home 
ing Accessories Show, New 
Trade Show Bldg. 

21-23—New Year 
Miami Beach, Fla. 

26-28—Amarillo Gift Show, 
ring Hotel, Amarillo, Tex. 

26-29 — Washington Gift Show, 
Hotel Willard, Washington, D. C. 

26-29—Carolina Gift Show, Caro- 
lina Gift Mart and Radio Center, 
Charlotte, N. C. 

26-29—Syracuse Gift Show, Hotel 
Onondaga, Syracuse, N. Y. 

26-31—-Parker House Gift Show, 
Parker House, Boston. 


Gift, Jewelry, 
Housewares 
Hotel, Miami 


Merchan- 


Show, 
York 


F urnish- 
York 
Jewelry Show, 


Her- 


F —€ B R U A R Y 
2-5—Buffalo Gift Show, Hotel Stat- 
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the age of 14; in 1902 he estab- 
lished the firm which today has 
more than 3500 employees and 
factories in three countries. He 
was one of the first costume 
jewelry manufacturers to import 
finished goods for sale in Amer- 
ica. He is 
Gerald, 


survived by his son 
president of two 
granddaughters, and four great- 
grandchildren. 


Coro, 


Henry E. Warren, 85, pioneer de- 
veloper of the electric clock, died 
Sept. 21. In 1912, he organized 
the Warren Clock Co. to build and 
sell his battery-operated clock. 


ler, Buffalo, N. Y. 
2-5—Hotel Lafayette Gift 
Hotel Lafayette, Buffalo. 
2-13—Chicago Gift Show, 
House and LaSalle Hotel. 
2-14 Merchandise Mart China, 
Glass and Gift Market, Merchandise 
Mart, Chicago. 
9—Horologica]! 


Show, 


Palmer 


Society of New 
York, joint banquet and convention, 
in conjunction with the Horological 
Institute of America, and with the 
cooperation of the Watchmakers of 
New Jersey, Hotel New Yorker. 
16-18—-St. Louis Gift Show, Hotel 
Statler, St. Louis, Mo. 
16-19—Cleveland Gift Show, Hotel 
Hollenden, Cleveland, O. 
16-19—Cotton States Gift, Jewelry 
and Stationery Show, Peabody Hotel, 
Memphis, Tenn. 
16-19 — Minneapolis 
and Gift Show, 
neapolis. 
16-20—Original Dallas Gift Show, 
Baker Hotel, Santa Fe Bldg., Mer- 
chandise Mart Building, Dallas Mu- 
nicipal Auditorium, Dallas, Tex. 
16-20—Dallas Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 
23-25—Omaha-Midwest Gift Show, 
Paxton Hotel, Omaha, Neb. 
Ohio State Gift Show, Hotel 
Deshler Hilton, Columbus, O. 
23-28—New York Gift Show, Hotel 
New Yorker and N. Y. Trade Show 
Building. 


China, Glass 
tadisson Hotel, Min- 


23-26 


M A R C H 
2-5—Denver Gift Show 
Hotel Albany. 
9-13 Boston 
Statler. 
23-26 Philadelphia Gift 
Benjamin Franklin Hotel. 


A P R I L 
11-20—Washington State Interna- 
tional Trade Fair, National Guard 
Armory and Olympic Hotel, Seattle, 
Wash. 


(Spring), 


Gift Show, Hotel 


Show, 


MA Y 
18-23—-New York Stationery Show, 
Hotel New Yorker. 
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Personnel 











Donald C. Earle has been appointed 
field salesman in the Hamilton Watch 
Co.’s sales division. A veteran of 11 
years in the selling field, Mr. Earle 
will cover Nebraska, South Dakota 
and Iowa. He will make his head- 
quarters in Omaha, Neb. 


D. C. Earle C. E. MacMaster 


C. E. MacMaster has been named 
district manager of the Boston and 
northern New England area for the 
Electric Housewares division of 
Landers, Frary & Clark. Mr. Mac- 
Master has had a wide and varied 
sales experience. 


Two new sales representatives have 
been appointed by K. Polishook & 
Son Corp., ring manufacturers. F. A. 
Riddell will cover Colorado, Wyoming, 
Utah and Nebraska. L. W. Powers 


F. A. Riddell L. W. Powers 
will cover New Mexico, Kansas and 
western Texas. Both men have been 
associated with Rolfs Leather divi- 
sion of Amity Leather Products Co. 


Sovereign Watch Co., Inc., a Ben- 
rus subsidiary, has named the follow- 
ing sales managers: 

Edward Klein, formerly associated 
with Cimier, will cover New York, 
New England, Delaware and eastern 
Pennsylvania. 

Irving Hoffman, formerly of Jewels 
By Bogoff, will cover Ohio, western 
Pennsylvania, Virginia, West Vir- 
ginia and eastern Kentucky. 

J. Stephen Katonah, formerly of 
Du Mont Radio and Sessions Clock, 
will cover Georgia, Florida, Alabama, 
Tennessee, North and South Carolina. 

Bert H. Proper will cover Michigan, 
Indiana, northern Illinois and Wis- 
consin. Previously Mr. Proper repre- 
sented Harbay, Inc. 

Roy W. Purdom, formerly of U. S. 
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Time Corp., will cover southern IIli- 
nois, Missouri, Iowa, Nebraska and 
Kansas. 


The Parker Pen Co., Janesville, 
Wis., announces the following new 
appointments: 

George Parker, former assistant to 
the foreign sales vice-president, has 
been named director of foreign sales 
and advertising. He is a grandson of 
the company’s founder. 

Phelps A. Walker, former works 
manager, is now director of manufac- 
turing. He will supervise the firm’s 


largest plant at Arrow Park, Janes- 
ville, and Parker’s ink plant in Me- 
nomonie, Wis. 

Eugene H. Seibert becomes director 
of personnel. He is a specialist in 
employee benefits. 

Robert E. Burmeister, assistant 
treasurer, will retain that title but 
will now become director of the firm’s 
financial division. He has been with 
the company 10 years. 

Robert E. Collins, franchise admin- 
istrator, will continue in that posi- 
tion, but will now assume responsi- 
bility for additional domestic legal 
affairs. 
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WATCH 


SALESMEN 


in a bright new tield 


In 1958, the Arpeggio Watch Company, a division of the 
Croton Watch Company, will produce watches for jewelers 
only, retailing from $9.95 to $18.95. These watches will be 
sold to jewelry stores only and will not, as its competitive 
watches, be sold in: catalogue houses, chain stores, drug stores, 
hardware stores, department stores. 

This will be the jewelers’ watch with full protection in a 
price field that is zooming in sales. 

We will be interested only if you have a following among 
the jewelry stores and are now carrying non-conflicting lines. 
This line consists of one tray with fifteen brilliant new samples. 

This line will immediately produce good revenue to the 
proper men. Many territories are open. 

In writing or phoning your application, let us know what 
line you are carrying, the exact territory covered—your age— 


photograph and any other pertinent information. 


arpeggio watch co. 


Division of CROTON WATCH CO., INC.,, 
Dept.-JCK, 404 Fourth Ave., New York 16, N. Y. 
MUrrayhill 9-4445. 
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Community Creates Display 
For Operation Cherub Ad Tie-In 


Community division of Oneida Ltd. 
Silversmiths, Oneida, N. Y., has 
created a Christmas display to back 
up its scheduled full-page, full-color 
Operation Cherub advertisement. 

The free unit is an almost life-size 
figure of a man with Santa Claus 
cap, which fits on the back of Com- 
munity’s silver chests. Slogan of the 
display is “Nothing Says It So Beau- 
tifully As Community.” 

The unit will be distributed by com- 
pany representatives and by whole- 
salers filling advertising orders. 


Artcarved Distributes New 
"Young Moderns’ Ring Display 


J. R. Wood & Sons, Inc., 216 E. 45th 
St., New York, is offering jewelers a 
new display which promotes the 
“Young Moderns” series of Artcarved 
diamond and wedding rings. 

Display features a ring case which 
holds three matching ring sets. Three 
panels surround the case, featuring a 
bride-and-groom photograph, Art- 
carved sign panel and permanent 
value plan ring guarantee. 
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Ring Guild of America Has 
Special Promotion Package 


Ring Guild of America, non-profit 
association of stone ring manufac- 
turers and stone dealers, is offering 
retailers a promotion package as a 
dealer tie-in with its national ad 
campaign. 

“The Ring’s the Thing” kit in- 
cludes a light box display, placards, 
window streamers, mat ads and 12 
birthstone cards. Cost is $6.50. 

Ad campaign includes Ring Guild 
sponsorship of the Dave Garroway 
show, the Arlene Francis show and 
The Price Is Right show, all on TV. 
In addition, it is running a four-color, 
full-page ad in the November issue 
of Glamour magazine. For details 
write Ring Guild of America, 64 W. 
48th St., New York 36. 


Elgin National Launches 
Pre-Christmas Sales Campaign 


Elgin National Watch Co., Elgin, 
Ill., distributed its line of pre-Christ- 
mas sales aids to jewelers last month, 
and has launched ae coordinating 
national ad campaign. 

Some 25 ad insertions in seven na- 
tional magazines will be run during 
the weeks before Christmas. Cam- 
paign slogan is “the most beautiful 
watches since time began.” Ads will 
feature a different watch for each 
different ‘personality type.’ 

The promotion also spotlights a lay- 
away plan whose central character is 
“Lay-away Lou.” Two plan items are 
used: a five-piece layaway display 
kit for window decoration and con- 
sumer cards with individual jeweler 
name imprint. Kit is free, cards are 
low-cost. 

Other sales aids, besides cards, 
mats, TV slides, radio scripts and 
lapel buttons, are two motion displays 
offered through Elgin salesmen. One 
features the Lord Elgin model with 
wraparound crystal, the other a 
Santa Claus with changeable remain- 
ing-days-’til-Christmas calendar. 
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Gemex Offers Counter Case, 
Repeats Gift Certificate Offer 
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Gemex Corp., Union, N. J., has 
created a new counter showcase for 
display of 16 gold-filled and stainless 
steel watchbands. The unit has four 
trays of stock holding 28 
more bands. 

Unit. called Gemex 150, is free with 
purchase of assortment A-150, for 
$150. Band prices range from $6.95 to 
$12.95. Frame of the display is hand- 
rubbed walnut. 

The firm will also repeat last year’s 
gift certificate kit promotion. It ac- 
companies a Fireside display unit 
featuring seven men’s and _ ladies’ 
bands (12 more in back-up stock). 
The 50 parchment-like certificates, 
printed in gold and black, may be used 
by recipients toward purchase of any 
store item. 


reserve 


Leys, Christie Offers 
Necklace Display Stand 








Leys, Christie & Co., Inec., New 
York, importer of Orienta cultured 
pearls, is offering dealers a new dis- 
play stand. 

The unit holds 10 “Start-Her Neck- 
laces,’ a baby ring and a _ heart 
pendant. It is free with purchase of 
the 12 items, which retail from $7.50 
to $44 plus tax. 

A consumer folder is available, 
which explains and illustrates the ad- 
ditions possible with the add-to neck- 
laces. For further information and 
free booklet, write the firm, 65 Nassau 
St., New York 38. 
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Longines - Wittnauer Introduces 
New 35mm Still Camera Line 


Wittnauer Instruments division of 
Longines-Wittnauer Watch Co., 580 
Fifth Ave., New York, is now mar- 
keting a new line of 35mm still cam- 
Prices range from $45.95 to 
there are 13 individual cam- 


eras. 
$159: 
eras 

Shown at right is the Wittnauer 
Captain ($125) which contains Syn- 
chro-Compur shutter with light value 
built-in exposure 
automatic shutter settings, double ex- 
prevention, and _ simplified 
wind and rewind features. 

Pictured at left is the Wittnauer 
Festival Kit ($79.50) which contains 
the Set-O-Matic camera, with built- 
in distance-measuring computer and 
automatic camera’ shutter adjust- 
ment, plus the flash attachment and 
camera case. 


scale, meter for 


posure 


Longines is also marketing an ac- 
group including Wittnauer 
screens, auto-beam_ slide projector, 
photoflash equipment, carrying cases 
and an adjustable gadget bag. 


cessory 


A. Jaffe & Son Creates 
Diamond Necklace Display 


A. Jaffe & Son, Inc., 64 W. 48th 
St., New York 36, diamond importer 
and jewelry manufacturer, has de- 
vised a display unit, for presentation 
of the firm’s new Grow-A-Link dia- 
mond necklaces and earrings. 

The display is free to dealers with 
purchase of the three necklaces and 
three sets of earrings shown. Prices 
start at $25.50 keystone. 

When customers wish to buy addi- 
tional pairs of links for a necklace 
they must return to the store from 
which they bought the original heart. 


y 
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Jean R. Graef Revises 1957 
Girard Perregaux Ad Mat Book 


Jean R. Graef Co., 610 Fifth Ave., 
New York, has prepared new inserts 
for its Girard Perregaux advertising 
mat booklet, to bring it up to date 
with fall and holiday models. 

The 14-page brochure is available 
to franchised dealers only. It con- 
tains postage-paid post card order 
forms on which dealers can check de- 
sired mats. 


Benrus Introduces New Watches 
With "My Fair Lady” Display 


BENRUS 


SY far fapy 


Benrus Watch Co., Inc., 50 W. 44th 
St., New York, is offering jewelers 
an illuminated window display to 
introduce its new 17-jewel ladies’ 
watches, which were inspired by the 
smash Broadway hit show, “My Fair 
Lady.” The unit simulates a theatre 
stage with a “My Fair Lady” doll 
centerpiece. 

The series features harmonizing 
watches and expansion bands and in- 
cludes 14 karat gold and diamond 
numbers. Price range is $49.50 to $110. 


Wm. Rogers Offers Special 
Christmas Consumer Promotion 


Wm. Rogers & Son, division of In- 
ternational Silver Co., Meriden, Conn., 
is sponsoring a special Christmas tea- 
and - coffee - service promotion. With 
purchase of a 52-piece for eight in 
any of three Wm. Rogers patterns, the 
consumer may receive a four-piece tea 
and coffee service for only $5 extra. 
The consumer also receives a free sil- 
ver drawer chest in blond or mahogany 
finish with the silver purchase. 

Dealer tie-in aids for the promotion 
include display cards and ad mats. 


Speidel Distributes New 
Retail Mat Ad Booklet 





Speidel Corp., Providence, R. I., 1s 
distributing its new book of retail mat 
ads free to some 16,000 jewelers. 

Speidel watchbands featured in the 
ads are Calypso, Fort Knox, Maraca, 
Lord Leather, Windswept and Pearl 
Magic. 

Complete omnibus of Christmas ads 
are featured, as are follow-up post- 
Christmas ads. Also included are re- 
pair service ads and ads on men’s 
and women’s jewelry. 

Dealer tie-in with the network TV 
quiz show program “The Price Is 
Right,” starring Bill Cullen, which 
Speidel is sponsoring, includes mat 
ads, counter cards, window streamers, 
and official show entry blanks avail- 
through Speidel dealers. 
For more information about tie-in 
with “The Price Is Right,” see 
Speidel distributors. 


able only 


Shriro Watch Offers New 
Transistor Radio Series 
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Shriro Watch Co., 276 Fourth Ave., 
New York, is offering jewelers three 
new Crown-line RCA transistor ra- 
dios. 

Model TR 820 has four transistors, 
built-in plug receptacles for earphones 
and a swing-away table stand and 
handle. 

Model TR 830 also has four transis- 
tors and built-in earphone receptacles, 
but does not have the swing-away 
handle and stand feature. 

Model TR 610 incorporates six tran- 
sistors for full fidelity tone, uses pen- 
light batteries for power supply. It 
has built-in plug receptacle and 
swing-away handle and stand. 

Dealer-aid materials available in- 
clude advertising mats and counter 
cards. 





Baker, International Nickel 
Sponsor Palladium Ad Program 


Baker & Co., Inc., Newark, refiners 
of precious metals, and International 
Nickel Co., Inc., are co-sponsoring an 
advertising program to boost sales of 
palladium. 

Purpose of the campaign is to in- 
form jewelers of the availability and 
uses of palladium, in ring mountings, 
fraternal order pieces, diamond jew- 
elry settings, and other units. The 
metal is priced between gold and plat- 
inum. 


Opalite Creates New Series 
For Bala Floating Opal Line 


Opalite, Inc., 1311 Lombard St., 
Philadelphia 47, manufacturer of 
floating opals, has created a new 
“Colorama” series for its Bala line 

“Colorama”’ features goldstone, 
onyx, opal, combinations of the three, 
and birthstones in sterling and gold- 
filled bulbs. 

The entire Bala line is packaged 
in a new box, made of steel, with 
white top, blue velvet base and silver 
trim. “Colorama” is available through 
wholesalers. 


Amity Leather Designs 
New Billfolds Display 


Amity Leather Products Co., West 
Bend, Wis., has created a new “‘three- 
dimensional” billfold counter display 
for holiday sales. 

The unit holds 14 Amity leather 
billfolds, 4 ladies’ and 10 men’s. 
Prices range from $5 to $10. It also 
lists the model numbers of each bill- 
fold, enabling retailers to control 
stock of items as they are sold. For 
information, write the firm. 
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Heirloom Creates Displays 
For Three Holiday Events 


Heirloom Sterling, division of Oneida 
Silversmiths, Oneida, N. Y., has de- 
signed a series of three seasonal dis- 
plays for Thanksgiving, Christmas 
(both shown) and St. Valentine’s Day. 

The displays are billed as a unit. 
Each will be shipped individually and 
postpaid, well in advance of the holi 
day occasion. 

In the Thanksgiving display, May- 
flower II is set on a white wooden 
base, and silver is shown on a rust 
velvet pad. 

The Christmas display is mounted 


on a heavy duty turntable and silver 


is shown against bright red fabric 
pads. 

Two other displays are available 
a Ferris wheel featuring’ service 
pieces and the new 4-piece setting, 
and a flower basket display. 


Gruen Prepares Ad Campaign 
For Christmas, 1958 Seasons 
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THE NEWEST LOOK IN TIME 


Gruen Watch Co., Time Hill, Cin- 
cinnati, 6, Ohio, is getting ready to 
launch a diversified ad campaign for 
the Christmas ’57 and 12-month 1958 
selling seasons. 

Theme is “Gruen— The Newest 
Look in Time.” Campaign will pro- 
mote Gruen’s 23-jeweled watches, the 
Baguette model, the Continental and 
Cosmoplitan for men, the self-wind- 
ing Gruen Auto-Wind and the Cali- 
ente and Royalty series. 

Tie-ins for jewelers include aid from 
Gruen’s Profit Council Service, which 
includes TV and radio script writing, 
window ideas, and other merchan- 
dising ideas. One unique Council Ser- 
vice promotion is distribution of the 
Gruen-sponsored book “How to Tell 
Time,” published by Simon and 
Schuster. 
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Hammel, Riglander Markets 
All-Purpose Soldering Machine 


Hammel, Riglander & Co., Inc., Box 
100, Madison Square Station, New 
York, has developed a new jewelry- 
item soldering machine, now available 
from supply houses. 

The new Heatmaster is equipped 
with a heat selector knob, enabling the 
user to dial the correct heat as re- 
quired, for all types of jewelry solder- 
ing. It weighs nine pounds, is de- 
signed to operate on 110-volt, 60 cycle 
AC current. Cost is $27.95. Write the 
firm for free information circular. 


Falcon Introduces New 
Diamond Ring Mounting Style 


Faleon Stone Ring Manufacturing 
Co., Ine., division of Karlan & 
Bleicher, Inc., New York, ring manu- 
facturer, is offering jewelers a new- 
type ring mounting for men. 

Called ‘“Starflash,” the mounting 
comes in white 14K gold with satin 
finish. It features a die-struck star- 
shaped center, with star-shaped sides 
for melee. 

Mounting is available through 
wholesalers. Also available is a mat 
ad service for the entire Falcon men’s 
and ladies’ stone ring lines. 


Republic Steel Has Kit 
For Stainless Steel Promotion 


Republic Steel Corp., Cleveland, is 
offering retailers a free promotion kit 
designed to stimulate Christmas gift 
purchases of stainless steel house- 
wares, flatware and appliances. 

Included in the “Bright Gift Ideas 
in Stainless Steel’ promotion kit are 
full-color window-wall banners, die- 
cut easels, merchandise price tags and 
a sales-tip, display-idea booklet. 
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Bulova Adds New Assortment 
To Watch Materials Lines 


The material sales division, Bulova 
Watch Co., Flushing 70, N. Y., has 
added a cabinet to modernize watch- 
makers’ material-storage systems. 

Bulova Companion cabinet No. 200 
contains 200 most-needed parts for 
the latest Bulova models. Charts and 
instruction sheets are included. Also, 
a free merchandise certificate is pro- 
vided, which allows Companion cabi- 
net purchasers to order $5 worth of 
additional parts, as needed, at no cost. 

Parts contained include: stems, 
staffs, mainsprings, winding pinions, 
pallet arbors, rollers, yokes and clutch 
wheels. 

The cabinet, available through 
Julova distributors, costs $59.95. 


Rol Rite Pen Expands 
Ballpoint Pen Markets 


Rol Rite Pen Co., Culver City, Cal., 
has introduced its BB Bel Air model 
into the San Francisco and San Diego 
markets. The firm plans national dis- 
tribution soon for its new product 
which it calls “the first and only pen 
guaranteed to write for one year on 
one cartridge.” It sells for $1.49. 


Wallace Silversmiths Launches 
1957-'58 Advertising Campaign 


ia 


Wallace Silversmiths, Wallingford, 
Conn., has launched its 1957-’58 ad 
campaign with a series of full-page 
four-color ads in leading women’s 
magazines. 

Feature headline of the ads is: 
“Wouldn’t you like to sit down and... 
eat with Wallace Sterling every day!” 
Campaign is aimed at four markets— 
teenagers, brides, young women and 
matrons—with a different sales ap- 
proach for each. 
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Reed & Barton Window Contest 
Boosts "Rose Cascade’ Pattern 


Reed & Barton Silversmiths, Taun- 
ton, Mass., are winding up the win- 
dow contest they have been sponsor- 
ing to promote the firm’s newest 
sterling flatware pattern, Rose Cas- 
cade. Contest, which is open to author- 
ized Reed & Barton dealers, ends 
Nov. 16. 

A total of 100 grand prizes will be 
awarded winning dealers picked from 
a drawing of names of all contestants 
submitting photographs. All other 
entries will receive silver prizes. 

First grand prize is a 5-piece Rose 
Cascade sterling tea and coffee ser- 
vice, valued at $440 retail. Other 
top prizes are a starter set of Rose 
Cascade flatware with case and a 
Francis First sterling centerpiece. 

Albert E. Haase, president of the 
Jewelry Industry Council, will draw 
the names of the winners. 


Jacoby-Bender Introduces 
Photo-Vue Ident Display 
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Jacoby-Bender, Inc., 62-10 Northern 
Blvd., Woodside 77, N. Y., manufac- 
turer of J-B watchbands and Photo- 
Vue idents, has designed a new dis- 
play aimed at the ident Christmas 
gift market. 

The unit holds three individually- 
boxed idents, on a formed golden wire 
frame. It is free with purchase of as- 
sortment PV-66, which consists of six 
Photo-Vue idents. Cost to retailer of 
the assortment is $26.85; selling price 
is $60.35 T. I. 


Zodiac Watch Introduces 
New Autographic Model 


Zodiac Watch Co., 15 W. 44th St., 
New York, is now marketing its 
new Autographic watch with reserve 
power gauge. The special 0-36 hour 
gauge informs wearers exactly how 
many more hours the watch will run 
without rewinding. 

The new models are self-winding, 
waterproof, anti-magnetic, shock-re- 
sistant, with 17 jewels and sweep 
hands. Dials are black or silver. 

Price range is $89.50-$100. Ad 
mats and window and counter dis- 
plays are available from the firm. 


A. H. Pond "Solves" Diamond 
"Mystery" in Keepsake Ring Ads 


A. H. Pond Co., Syracuse, N. Y., 
manufacturer of Keepsake diamond 
rings, is currently featuring a series 
of ads in four leading men’s maga- 
zines with the headline “How I Solved 
the Great Diamond Mystery.” 

Ads clarify the quality differences 
in diamonds, stress the value of buy- 
ing a nationally advertised diamond 
ring. 

Ads also feature the telephone yel- 
low pages “where-to-buy-it” symbol 
(retailers are listed under Keepsake 
in phone directory yellow pages) and 
a coupon through which inquirers can 
receive fact booklets and dealer loca- 
tions. 


Nordt Creates Three New 
Concave Wedding Band Models 


John C. Nordt Co., Inc., Industrial 
Village, Cedar Grove, N. J., is offering 
three new concave wedding band 
models in karat gold for men and 
women. 

The concave feature preserves the 
engraving on the ring surfaces. Gold 
colors available are yellow, white, 
pink, green and combinations of these. 

Model C 222 is the 9mm. ring with 
stepped-down border. Model C 333 is 
the 10mm. band with rounded rims 
and equally-spaced center grooves. 
Model] C 444 is the 10mm. ring with 
rounded edges for milgraining. 


J. F. Bard Introduces 
New Silver Bracelet Line 


J. F. Bard Co., Inc., 220 W. Locust 
St., Chicago 10, is stocking a new line 
of Florentine silver bracelets with 
heavy charms. 

The new line is popularly priced and 
is designed to meet the current de- 
mand for costume jewelry gifts. 





Kreisler Introduces Unique Bergenline Ave., North Bergen, N. J. _—_ Elgin American Ad Campaign 
Satellite’ Window Display Features Neo-Classic Design 


Kreisler Manufacturing Corp., North Gee Elgin American, Inc., Elgin, IIl., 
Bergen, N. J., is offering dealers a f ty has scheduled $120,000 worth of 
new “Swirl ’n’ Twirl” Satellite dis- 3 —) om ; newspaper and magazine advertising 
play unit which features 16 watch- ia.) . 3g et to stimulate interest in its Neo- 
bands. a .. ea NO’ Classic lighter and compact lines. 
Theme is their new slim and classic 
appearance. 

Counter and window displays, 


The unit turns on its own axis and 
also revolves around a fixed center. 
It is suspended from a heavy nylon | 
cord, is plastic, and is finished in two counter cases and special area news- 
colors. It is free to dealers with pur- ™ . of x paper promotions will tie in the pro- 
chase of watchband assortment No. gre gram with retailers. 

15. ; 

For further information, write the International Stainless Has 

firm’s advertising department, 9015 Special Carrying Case Offer 


International Stainless deluxe, divi- 
sion of International Silver Co., 
Meriden, Conn., has introduced a spe- 
cial carrying case for its 32-piece 
service for eight, which can also be 


@:Gk used as a writing case or brief case, 
or for some other purpose. 
a L The case, in tan simulated leather 
i “Definitely 
4 * 
THE » one of the best 


investments we ever 


i 
i 
7 ni el 
1 made. Using my kid's 
| . . ° 
1 Javorite expression, 
‘ 
. J must say ‘It’s 
_ the greatest.’”’ 


a 
Puen 
with brass trim, lock and key and 
easy-grip handle, was designed after 
previous sales experience had proven 
that consumers react enthusiastically 
to flatware packaging with “after 
uses.” 
The tray inside the case may be re- 
moved and placed in a drawer. The top 
G. H. Bell, Jr. inside of the case has pockets to hold 
| papers, and a leather closure flap. 
Jeweler, . Dealer aids include a holiday-theme 
Dillon, S.C, Be display card which fits into the opened 
. R . case ud poe a self-selling unit, and 
f th 16 000 J } h p / th seasonal newspaper mats. | | 
one O e Ld eweiers WO persona ize WI Cost of the 32-piece service, in all 
patterns, including the carrying case, 
is $49.95. 
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Advertising Mat Service 








| American Rolex Watch Corp., 580 
the tracer- guided | Fifth Ave., New York, is offering 
‘ dealers a mat service for cooperative 
portable engraving local advertising. 
| The jewelers’ mat service booklet 


machine anyone | contains both mat ad illustrations and 


a series of 10-second, 30-second and 


‘qy 8Q 


minute television film strips. 


can operate! | one minute commercials, plus one- 


| Unusual feature of the service is 
Send for booklet | the Multi-Mat, a four-cut ad head- 
~ | lined with the graduation gift-giving 
i kuly hermes ENGRAVING MACHINE CORP. theme, for which can be substituted 
headlines for Christmas, Anniversary, 
13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y. Wedding or Birthday. 
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Sheaffer Pen Holds Dealer Flex-Let Offers Free Tray Flex-Let Corp., 580 Fifth Ave., 


Caribbean Cruise Contest With Photo-Ident Orders New York, is offering a merchandise 
display to jewelers free with each 


A Caribbean cruise holiday contest f" order of one dozen expansion idents, 
for Sheaffer Pen Co. dealers began a : j six men’s and six women’s. 
Nov. # Retailers can qualify by a The tray is designed to help spark 
demonstrating to “mystery shoppers eS ¢ gift and impulse sales during the 
- Sheaffer-hired persons — the four egy holiday season. It can be used as a 
=i — points of Sheaffer’s ; counter or window unit. 
‘hite Dot fountain pens (spring —_— : os , —_— 
wag (oe | Ladies’ bands retail for $7.95 and 
clip, humidor cap, Triumph point and PQ OR ; avait : 
— $9.95 in sterling silver and yellow 
clean filling). . . ’ 
gold-filled, respectively; men’s bands 
retail for $8.95 and $10.95 in the two 


Anson Offers Stack Tray een 
Featured in the tray collection are 


. . ’ Pre Pe 
For Silver-Filled Men's Jewelry | the Flex-Let picture-idents, in both 
Anson, Ine., 24 Baker St., Provi- bas. men’s and ladies’ styles. 
dence 5, R. I., is offering retailers a 
stack tray, which can display 12 sets 
of the new silver-filled Anson cuff 
links and tie clips. 


The display is free with purchase | 
of unit 51/58, consisting of 12 as- — oe 
sorted silver-filled sets, priced at sl ber ‘ » OFFICIAL | &- 
$7.50 each, plus tax. Sets are indi- oa a& ALBUMS | ) 
ex . 


vidually gift-boxed. 


Anson’s “silver-filled’ metal con- — at oe 2® 
clown aera ctl on EO COUNTER DISPLAY 


bonded to a base metal. The silver 


layer is at least 1/20th of total é RTS 7s be 
a a AND FOLDERS 


Foster Metal Has Two New Om, THIS COUNTER DISPLAY AND A 
Photo-Ildent Display Units abeesery Tod A Oe GENEROUS SUPPLY OF FOLDERS 
| | , ARE FURNISHED FREE WITH EACH 
INITIAL ORDER. 
€ 
ESPECIALLY DESIGNED FOR 
EITHER SIZE 
POLAROID LAND PICTURES. 


* 
Unique write-in system provides 


ick i d makes it 
Laboratory Tested and Approved — pense a - anand 
to identify each picture. 


Foster Metal Products, Attleboro, by POLAROID CORPORATION in brown simulated leather with 
. a peonrenrroomti we 7 yore POLAROID” Registered Trade Mark of Polaroid Corporation stunning gold-tooling. 
elry, is offering dealers two new dis- | * 
play units. | ’ ; . ? 

The display shown left features the And NOW in luxurious Top-Grain Cowhide — either Ginger or Ivory 
it pet pe it — for | To create consumer demand, slip-in cards featuring album, for you to insert 
nd ae in Rag Piso + col | into each: package of Polaroid film are included with each order. 
wholesalers. Simulated Leather — Brown only Top-Grain Cowhide — Ginger or Ivory 

The new six-inch Ident-O-Graph — —_—- 
counter unit, shown right, features List Price ............................-.............9 4.95 List Price ............ ee $ 8.95 

. "2 "Sig £2 aaa Your / 1-11 .. ’ $ 4.75 
Foster F its-All bands. It is free with Gan ( 99 end ever Cost | 12 and over... $ 4.50 
purchase of six identification bracelets 
shown, which are available through | 
wholesalers. | MANUFACTURED ONLY BY 


Norelco Will Co-Sponsor ATLANTIC BINDERS CORPORATION 


$64,000 Question, Winchell 56 South IIth Street., Brooklyn II, N.Y. 


Norelco Shavers, division of North 
American Phillips Co., Inc., 100 E. 
Makers of the famous abc line of 


42nd St., New York, will co-sponsor 
h -k TV sh “SE4 OOO ¢ WEDDING ALBUMS @ BABY ALBUMS @ SNAPSHOT ALBUMS @ POCKET ALBUMS 
the networ shows, “$64, Jues- SCRAP BOOKS @ RING BINDERS @ DISPLAY BINDERS @ CATALOG BINDERS 


tion” and “Walter Winchell File.” @ ALSO ALBUMS AND BINDERS TO SPECIFICATIONS 
Present TV sponsorship is the “Her- WRITE FOR FREE CATALOG 

man Hickman Sportstime,”’ CBS net- 
work show. 





When ordering, specify Type 30 Series (Small) or Type 40 Series (Large) 
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The principles of cleaning by 
ULTRASONICS 





by Henry B. Fried, 
JC-K Horological Consultant 





Lower frequencies operate best with 
water-based solutions . . . higher 


frequencies with oil-based solutions 


Part IV 








® ULTRASONIC DEVICES of three types are now 
being made for the purpose of cleaning watch 
movements. There are units without mechanical 
action or moving parts, such as the McKenna and 
the American Time Products devices. A second 
type contains a spin-off for use during the final 
drying operation. These are made by Swartchild 
& Co. and by C. & E. Marshall Co. A third type 
consists of an ultrasonic attachment to the regu- 
lar cleaning machine. This type is made by the 
Hermes Sonic Co. and The Zenith Mfg. & Chem- 
ical Corp. 

In reporting on these three types, the claims 
of their designers will be presented. These 
thoughts do not in all cases represent the opinions 
of this writer. 


HERMES SONIC produced the first commercial 
ultrasonic unit made expressly for the watch- 
maker. Hermes is a division of the firm that pro- 
duces precision mechanical-engraving and panto- 
graphic equipment. Dr. Matlas, the Hermes en- 
gineer in charge of ultrasonics, is mainly respon- 
sible for producing this unit, which is shown in 
Figure 17. It consists of a generator at the left 
connected by a reinforced cable to the stainless- 
steel tank with its two transducers set at right 
angles to one another and at slightly different 
levels. As shown, the transducer unit is part of 
a conventional watch-cleaning machine. Many 
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watchmakers who have seen these units have 
asked what is inside the generator, and Figure 
18 answers their question. By following this pho- 
tograph and referring to Figure 4 (August issue), 
an idea of its operation may be had. The dial in 
the center is a timing device which can be set up 
to 15 minutes and will determine the length of 
the transducer action. 

Dr. Matlas says that the Hermes design was 
determined by the fact that most watchmakers 
already owned a mechanical cleaning machine. 
The combination of the two machines would give 
the fine effects of ultrasonic scrubbing without 
sacrificing the good spin-off, rinsing and drying 
qualities of the mechanical devices. 

The Hermes unit employs a megacycle fre- 
quency. The choice of such a high frequency, Dr. 
Matlas says, was due to its abilitv to penetrate 
wire mesh more effectively than lower frequen- 
cies. This, he maintains, permits the use of ex- 
isting mesh baskets for cleaning small parts such 
as jewels and screws that must be held in such a 
basket. In this respect, the writer has found that 
loose jewels, small ones in settings such as Inca- 
bloc, cap jewels, and hole jewels in bushings are 
not cleaned if they lie loose in a basket or in the 
bottom of a transducer container. However, if 
they are held in a pair of tweezers or in the bal- 
ance bridge with either the hole jewel or the cap 
jewel upside down but in place, they are cleaned 
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thoroughly. Apparently, very small, light parts 
“roll with the punch.” But when they are held 
rigid, the scrubbing action can take purchase of 
the soiled surface and remove the filth. 


USE OF TWO TRANSDUCERS makes the Hermes 
unit different from all other ultrasonic (horolog- 
ical) devices. As explained earlier and shown in 
Figure 17, these transducers are set at right 
angles and at slightly different levels. Each is 
aimed radially inward and mounted on the side 
of the cleaning tank. According to Dr. Matlas, 
this arrangement has practical and theoretical 
advantages. With the transduction coming from 
the side, the foreign matter, loosened by the cavi- 
tation, will drop to the more placid area at the 
bottom of the container. When, however, trans- 
ducers are focused from the bottom upward, the 
loosened filth is kept in suspension, he declares. 

Placing two transducers in the cleaning vessel 
at 90° to each other and at two levels sends sharply 
focused high-frequency beams against the watch 
movement from every possible angle, Dr. Matlas 
states. This action, coupled with a slowly revolv- 
ing basket, causes every part to pass through the 
focused beams. Shown in Figure 19 are especially 
designed mesh baskets which permit the cleaning 
of four watch movements simultaneously. Here 
the plates are held in a compartment in an upright 
position for, it is claimed, best use of the focused 
beams. 

Figure 20 shows the same type of device hooked 
up to an L & R automatic cleaning machine. Fig- 
ure 21 shows how the automatic device comes into 
engagement with the generator connection. In 
the front is the connecting plate of the trans- 
ducer tank which makes automatic contact with 
the switch-box at the left. This unit was designed 
by Hermes Sonic so that the advantages of ultra- 
sonics could be coupled with the ultra-modern 
completely automatic cleaning machine. 

The Hermes technical staff say that the move- 
ment need be dismantled only to the point where 
oiling after cleaning is made possible. Cap jewels 
should be loosened or removed to insure contact 
with the cleaning fluid because ultrasonic cavita- 
tion can take place only where there is a liquid. 
The writer’s experience has been that if cap 
jewels are permitted to become loose by merely 
loosening the jewel screws, the jewel screws and 
the cap jewels will be completely apart from the 
movement when the movement is taken from the 
machine. However, they will have been cleaned! 

Dr. Matlas and his staff further point out that 
each watchmaker usually decides for himself how 
much of the movement he is going to dismantle. 
Legitimate short cuts are definitely possible. In 
any case, the uncapped (jewel) train and pallet 
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Fig. 17—The Hermes Sonic ultrasonic generator 
and transducer coupled with a conven- 
tional watch cleaning machine. This 
permits the use of existing equipment 
teamed with the modern use of ultra- 
sonic. 


Fig. 18—The ultrasonic generator of the Hermes 
Sonic, generating frequencies up to one 
million vibrations a second (l-mg) 


Fig. 19—Special baskets designed for use with 
the Hermes Sonic devices which can be 
used to hold and clean four watch move- 
ments at one time. 





Fig. 20—The Hermes Sonic unit coupled to the 
fully automatic L&R watch cleaning ma- 
chine. The watchmaker merely puts the 
parts in the basket and presses a but- 
ton. In a few minutes the machine will 
clean ultrasonically, rinse and dry the 
parts, and then automatically come to a 
stop in its neutral position. 


Fig. 21—A close-up of Figure 20 with the de- 
vice which automatically turns on and 
off the transducer. As the transduced 
tank turns into engagement, the switch- 
box at the left is contacted and when 
the cycle is completed, it turns off the 
current and the cavitation. 


Fig. 22—Another type of ultrasonic device gen- 
erating 40kce (40,000 vibrations a sec- 
ond) which is coupled to a conventional 
watch-cleaning machine. This entire 
unit is the product of the Zenith Mfg. 
& Chemical Corp. 


bridges can be left intact if no rust, pitting or 
damage exists. 

An oil-based solution should be used with this 
device. With all high frequency ultrasonic units, 
the liquid tends to heat up and this helps the clean- 
ing process. A steamlike vapor arises from the 
surface of oil-based solutions in high frequency 
cavitation, but little is lost because the jar is 
capped during operation and the vapor condenses 
and falls back into the solution. (An interesting 
sidelight: When the jar is not covered and the 
vapors hover over the solution, a wave of the hand 
causes them to disappear instantly, leaving a clear 
liquid surface.) 

The rinsing operation is a vital feature of such 
dual units because, regardless of how a watch Is 
cleaned chemically, it must be rinsed and dried. 
The spin-off at each phase is especially important, 
Dr. Matlas says, since this minimizes the danger 
of contamination from one jar to another. 


THE ZENITH SUPERSONIC CLEANING MACHINE 
is shown in Figure 22. It consists of an ultrasonic 
generator built into a roll-away stand upon which 
is situated a conventional watch cleaning machine. 
As shown, the generator connects to the square 
transducer tank by the cable at the left. The trans- 
ducer tank does the cleaning, with subsequent 
spin-off and rinses through three square jars and 
a final spin-dry operation. The timing dial in the 
center of the generator stand controls the length 
of the cavitation up to 15 minutes, after which it 
automatically turns off. The cleaning stage can 
be pre-set from fractions of a minute up to a quar- 
ter of an hour. 

This device, unlike the Hermes unit, operates 
at from 39kc to 43ke. Harold Loevy, president of 
the company producing it, states that this fre- 
quency has greater adaptability than the very 
high-frequency ranges and can do more and better 
jobs. Furthermore, he says that the unit can be 
“tuned” better at this frequency range to the 
densities of the various types of solutions and 
jobs. 

The makers of this machine claim that it will 
also clean watch bands, jewelry, watch cases, dia- 
mond rings and other such articles. They say this 
is because, at this frequency level, the cavitation 
beam is broader than the thin beam of a mega- 
cycle unit, and about three square inches of space 
in the transducer are under direct attack of the 
cavitation-transducer beams, so that larger ar- 
ticles can be cleaned. Therefore the main differ- 
ence of the Zenith unit from the Hermes is in the 
frequency range and the reasons expressed by 
both makers for their choice. 

From the experience of the makers of the Zenith 
device, the time required to clean in the trans- 
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ducer tank ranges from 15 seconds to two min- 
utes, for an average of one minute. Further oper- 
ations require a rinsing operation in each jar of 
one minute each and the final drying time of one 
and one-half to two minutes, depending on the 
quantity and size of the parts. They state that the 
total elapsed time should average between four 
and one-half to five minutes. The mechanical 
spin-off after each phase is claimed to aid mate- 
rially in insuring a perfect job and in preventing 
spotting, so that the final result shows an abso!ute 
clean surface with no film. This, they claim, ex- 
cludes the need for a second ultrasonic rinse. 

Can this device clean only partially dismantled 
watches? Mr. Loevy said that pin levers may be 
cleaned satisfactorily by just taking off the hands 
and dial. The cleaning and subsequent rinsing, 
drying and oiling can be accomplished provided, 
as in all cases, rust or entwined lint is not present. 
For other types of watches, if they are not rusted 
but only dirty, the train can be left intact. If, 
however, a watch is difficult to oil afterwards 
without dismantling, nothing is gained by leaving 
the train intact. 

However, Mr. Loevy recommends that in all 
cases, the barrel and mainspring should be re- 
moved. If the oil has dried in new watches that 
have been on the shelf for some time or in an 
importer’s vaults, these watches also can be left 
intact when it is possible to oil them. 


WATCH-CLEANING solutions are also manufac- 
tured by Zenith. Zenith technicians recommend 
two types of cleaning fluid, one for use with de- 
vices employing the higher frequencies, such as 
those of the McKenna, Marshall, Swartchild and 
Hermes frequency range (750kce to megacycle) 
and another for those in the lower ranges (Zenith, 
American Time Products) which are under 50kc. 
The latter type of solution can also be used with 
conventional non-sonic machines. 

For the ultrasonic devices in the higher fre- 
quency range, they recommend a cleansing solu- 
tion with a waterless base, and for devices with 
the lower frequencies, a water-based solution. The 
latter, they claim, will do a better tarnish-remov- 
ing job. Also it is better for cleaning jewelry of 
all kinds. A water-based solution in the lower fre- 
quency range may be tuned to accommodate the 
differences in density which depends on the quan- 
tity of the objects to be cleaned. In this connec- 
tion, Zenith now markets a special rinse which, 
it is claimed, is a better grease solvent and is more 
absorbent. It can be used after both water-based 
and petroleum-based cleaning fluids. This solu- 
tion is non-toxic, and it also maintains a high 
flash-point for safety. 

When the initial operation of cleaning in the 
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ultrasonic tank with a water-based solution has 
been completed, the solution is spun off and put 
into the first rinse which is petroleum-based. The 
greases and oils will freely mix with this first 
rinse. The water-based solution, still clinging to 
the plates after the initial spin-off, will drop to 
the bottom of the first jar due to its heaviness 
compared to that of the chemical of the first rinse. 
However, Zenith maintains, there will be no carry- 
over of the water-based solution of the cleaning 
action beyond the first rinse. 

From the writer’s own experience, all ultrasonic 
devices clean very well, regardless of the fre- 
quency range. Each unit requires its own indi- 
vidual technique for best performance. Since it 
is assumed that no watchmaker will own more 
than one device, he will, of course, develop a tech- 
nique which will give him the greatest satisfac- 
tion. However, what the Zenith people say about 
solutions and frequency ranges is borne out by 
this writer’s experience. The lower frequencies 
operate better with a water-based solution. Per- 
haps this is because water is the heaviest liquid in 
general use. When it is cavitated by the lower 
frequencies, its weight results in stronger action 
against the filth on the parts in the transducer 
tank. Its ability to brighten is due to the misci- 
bility of soapy chemicals and ammonia with it— 
and these two additives are well-known tarnish- 
removers and brighteners. Water-based solutions 
such as these can also be used with high-frequency 
units energized with sufficient electrical power. 
On the other hand, petroleum-based solutions with 
their lighter, thinner qualities have the ability to 
penetrate into the narrowest crevices. They also 
have advantages in dissolving grease. aan 





Next month the Swartchild, 
Marshall and McKenna ultra- 
sonic cleaning devices. will be dis- 
cussed, as will the American 


Time Products cleaner, which is 


the only unit using a magneto- 


strictive transducer. 














WORKSHOP 
QUESTIONS 
and ANSWERS 


THUNDERSTORM BREAKS: I have 
been told that mainsprings 
break during thunderstorms. Is 
this true? Do mainsprings break 
due to temperature changes 
from one day to another, and 
when they do break, what pre- 
cisely happens to the metal? 


Answer: Mainsprings break 
more often during the summer 
than in other because 
there are more violent changes 
in temperature. It is not thun- 
derstorms or lightning that 
breaks them; it is only the 
quick changes in temperature 
caused by a sudden storm. 
Springs with rust spots are 
placed under great strain and 
they snap. Sometimes yon will 
see a steel mainspring broken 
into 13 or 14 pieces. This is as 
a result of a chain reaction; 
when one coil snaps, its violent 
surge against its neighbor, plus 


seasons 
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the movement of the neighbor- 
ing coils, causes it to break, and 


so on. Microscopic studies of 
such springs have frequently 
revealed a sulphur flaw or rust 
spot which, when stressed by 
these changes, will the 
break. This refers only to steel 
springs, of course. 


cause 


* * * 


PHOTO ON DIAL: In the past 
years it was possible to repro- 
duce a photograph in colored 
enamel on a watch dial. Can 
this be done on the modern wrist 
watch dial and where may I 
obtain this service? Also, where 
can I send a portrait to be re- 
produced in_ photo - sensitive 
crystal for charms, etc.?—John 
H. Rowe, C. G., Seattle, Wash. 


Answer: Write to the ‘Por- 
trait in Crystal,” 745 Fifth 
Ave., New York 22, N. Y. If 
you will refer to page 23 of our 
February issue, you will come 
across their advertisement. 


* cd * 


WATCHMAKING SCHOOL: I have 
been doing watch repair under 
the supervision of my father 
for about three years now and 
have recently considered enter- 
ing a watchmaking school. Could 
you tell me if there is such a 
school in Dayton or Columbus, 
Ohio? — William Roer, Spring- 
field, Ohio. 


Answer: The nearest school 
to your home is run by the 
Gruen Watch Co., Time Hill 6, 
Cincinnati. It is a fine school. 
Other nearby schools are the 
Foegler School of Watchmak- 
ing, 31 E. 4th St., Cincinnati, 
and Pennsylvania MHorological 
Institute, Pittsburgh, Pa. 


* * * 


ULTRASONIC CLEANE® MAKERS: 
I read your article, “The Prin- 
ciple of Cleaning by Ultra- 
sonics” in the August issue of 
JEWELERS’ CIRCULAR-KEYSTONE. 
Will you please send me names 
and addresses of the makers of 


r 
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these Ultrasonics machines ?— 
Eastern Smelting & Refining 
Corp., Boston. 


Answer: For your particular 
type of work you will find that 
the tollowing produce efficient 
units: Gulton Industries, Me- 
tuchen, N. J.; Branson Ultra- 
sonics, Stamford, Conn.; Acous- 
tica Associates, Glenwood 
Landing, L. I., N. Y.; Bendix UI- 
transonics Division, Davenport, 


lowa. . mo 


LEARNING AT HOME: I am eager 
to learn watchmaking but in my 
present circumstances, this will 
have to be accomplished by home 
study. Can you furnish the 
names of two or three good 
books on watchmaking and 
places where they might be ob- 
tained? With these books and 
the help of a local watchmaker, 
I believe I could learn quite a 
bit about this art.—Robert C. 
Davis, Jeweler, Bainbridge, Ga. 


Answer: You will forgive me 
if I name my own two text- 
books: The Watch Repatrer’s 
Manual and Bench Practices for 
Watchmakers. They are used 
extensively in schools and might 
even be found in your local li- 
y. Other good books are 
Watch Repairing by DeCarle, 
Watch and Clock Making and 
Repairing by Gazeley, Modern 
Methods in Horology by Grant 
Hood, Watch Repairing and Ad- 
qusting by Bowman-Borer and 
The Watch Repairers 
Manual by Jendritzki. 


brary 


Swiss 


* * * 


RED GOLD: I have a local por- 
trait painter who needs to know 
what color is red gold. I would 
like to have as clear a definition 
as possible.—Leon Darst, Darst 
Jewelers, Sabina, Ohio. 


Answer: Technically, red gold 
is 75 per cent pure gold alloyed 
with 25 per cent copper. Actu- 
ally the color is not red but a 
metallic orange or, to be poetic, 

(Please turn to page 170) 
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WATCHMASTER 
(Tape Model) 


ULTRASONIC 
Watch Cleaner 
Cleans, rinses, dries in on WATCHMASTER 


natesid acd tavtebetnsse“vilicimiatadiis (Drum Model) 
watches at one time, scour 

ing dust, dirt, dried oil away Odd-beat watche: | 
in seconds. Magnetizeable on-time records. Calibre 

particles cannot re-circulate paper tor dependable 

in solution. Rarely necessary Has same watchholder as tape 
to take watch train apart. model. Same guaranteed accuracy 


Fast, thorough, safe. of | part in 100,000. 


THE PROFIT LINE BECAUSE American Time Products 
has never manufactured for the watchmaker any instrument that hasn’t 
demonstrated its ability to pay for itself quickly in extra profits ... 
through time, labor and money saved. Customer good-will, business 
ELIMAG prestige and minimizing embarrassing “call-backs” through better work 
| magnetic effects are additional values. 
Those who through the years, have known the WatchMaster (pioneer 
of watch-rate printing instruments) can confirm these statements. They 
— realize the advantages of the machine’s long life and low maintenance 
PIVOTMASTER cost, facts which are now true with the entire WatchMaster line. 
Straightens 9 out of 
10 bent pivots. Val ; American Time Products, Inc. 


abie tor inspection. ' 580 Fifth Avenue, New York 


Gentlemen: Please arrange a demonstration at our 
bench (for the instruments checked). 





[] Ultrasonic Watch and Jewelry Cleaner 
[] WatchMaster (Tape model) 
| WatchMaster (Drum model) 
[] Elimag (Watch Demagnetizer) 
Pivot-Master (Pivot-straightener) 


American Time Products, Inc. 
280 Fifth Avenue, New York 36, N. Y. 
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WORKSHOP (continued) 

a deep golden sunset color. The 
tinge is mostly copperish. If 
your painter could obtain from 
you or your supply jobber a 
sample of a “red-gold’’ watch 
crown, he will have a good idea. 

* “ ” 

JUNGHANS CLOCK: I have a 
Junghans clock for repair. It 
is one which has an elephant on 
a base with the movement 
mounted and pivoting on a bar 
held in the elephant’s tusk. The 
clock movement swings on two 
pivots in two jewels in this bar. 
Everything is in order but it 
stops at times. Is this a one-day 
clock? — Frank McDonnell, 
Scranton, Pa. 


Answer: It’s an eight-day 
clock. If the clock does not go 
for long, it should be taken 
apart and cleaned because it has 
a delicate mechanism. The clock 
itself is the pendulum. See that 
all the bushing holes are well 
fitting or rebush them. Make 
certain that it is properly oiled, 
mainspring, pallets and all. Now 
turn your attention to my sketch 


and your clock, especially the 
two pointed pins which rest in 
the jewel cups in the bar held 
in the elephant’s trunk. These 
pins must be sharp and hard. 


Also examine the jewel cups. 
They must be clean and clear 
of scratches. The jewels must 
be highly polished and be tight 
in their settings in the bar. If 
loose, they may be re-burnished 
or secured with shellac. Both 
pins must be parallel and at 
right angles to the bar. The bar 
into which the pins are driven 
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also should be permitted to al- 
low the clock to swivel on them 
so that it will let the pendulum 
swing upright rather than lean 
forward or backward. The bar 
should be screwed tightly into 
the trunk so that it is rigid, and 
so that the jewels are in an up- 
right position. There is a lock 
screw on this bar which allows 
for this adjustment. Also make 
certain that the clock movement 
is in its correct position in its 
case; otherwise it will cause the 
pendulum to swing out of beat 
and stop frequently. Do not oil 
the jewel cups. 


* * * 


“FACTORY OVERHAUL”: Can a 
store ethically advertise “fac- 
tory overhaul” when the repair 
work is done in its store or 
shop? In your many years in 
the trade have you ever heard 
the term “factory overhaul” 
ethically used to describe the 
work done in a public store as 
conforming to factory prac- 
tices? Would you say that the 
term used in an advertisement 
was misleading unless the 
watches taken in were actually 
sent back to the factory of origin 
for overhaul?—R. T. Harris, 
President, Florida State Watch- 
makers Association, St. Peters- 
burg, Fla. 


Answer: The opinions for 
which you ask are my own and 
certainly not based on legal ex- 
perience. However, I believe no 
store should advertise in such 
terms unless the watch is sent 
back to the factory where it was 
made, since this is the implica- 
tion. As you know, many fac- 
tories have discontinued this 
type of practice, preferring that 
the local watchmaker make the 
repairs with genuine parts. 
When watches are accepted for 
repair by the factory, the 
charges are generally much 
higher than those estimated by 
the local watchmaker when he 
performs the work himself. A 
store may advertise ‘“factory- 


type overhaul” and _ produce 
ethical work. However, few if 
any trade shops are equipped to 
do this type of work on a basis 
comparable to that of a factory, 
where the watch is_ recondi- 
tioned on an assembly line 
basis, with genuine parts and 
the mechanics completely famil- 
lar with the movement and the 
peculiar ailments. I would sug- 
gest that this matter might be 
the subject of a discussion with 
your local Better Business Bu- 
reau. representative. These 
agencies are experienced in such 
matters and can stop unethical 
practices. Or you can consult an 
attorney for legal advice. 
* * * 

W OODEN-MOVEMENT CLOCK: Re- 
cently a customer brought into 
the store an unusual wooden- 
movement weight clock in an 
attempt to determine its origin 
and to obtain an estimate as to 
its worth. No one here had ever 
seen anything like it. Enclosed 
is a sketch of the clock drawn 


} 
' 
as close as we can make it.— 
Mullen Bros, Jewelers, Fall 


River, Mass. 


Answer: The clock you de- 
scribed is called a ‘“‘Columbus 
Clock.” I have one in my own 
collection. It was made and sold 
during the Columhus exposition 
in 1892. It first sold for $5 and 
shortly after was given away 
as a souvenir at a New York 
show. The late Prof. Willis I. 
Milham, of Williamstown, 
Mass., wrote a treatise on these 
interesting clocks. The short 
manual sells for $1. I cannot 
tell you its worth as this varies. 
Furthermore, we do not make 


(Please turn to page 172) 








BETTER EQUIPMENT—BETTER GOLD PLATING 


The modern barrel plating equipment at 
Spectranome makes two things possible. 
First of all, it means more uniform, more 
durable plating for your small findings. 
Our automatic equipment and controls 
also mean lower prices for this top 


quality plating. 


Why not call Spectranome on your next 
plating job? Better gold plating will 
make YOUR product BETTER. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. N. Y. 14, N. Y. AL 5-8677 
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BOWMAN TECHNICAL SCHOOL | complete movements can be 

Bowman Sullding, aaneasier, Pe. | dipped directly into the wide Order today from your 

mouth 4 ounce bottle. material supply house 


Cer gh 
John J. Bowman, = dul weet! ‘ica Charles Ezra Bowman, 
a 6 z : —— 
Director nate 5) <2 Registrar 
, m PP Exclusive Wholesale Distributor 


HAMMEL, RIGLANDER & CO., INC., NEW YORK 16, N.Y. 
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WORKSHOP 
it a practice to place a dollar- 
and-cents value on such items. 
Frankly we get hundreds of let- 
ters asking the age and value of 
this or that watch or clock. We 
supply the historical data but 


(from page 170) 


to advertise it for sale and let 
the response serve as a barom- 
eter of the current market. 


* * * 


ANGELUS CLOCK: We have an 
Angelus clock, 3” x 3” x 38’, 


ean this be done?—Winans & 
Koch, Jewelers, San Mateo, 
Calif. 


Answer: The Angelus Clock 
Co., 580 Fifth Ave., New York, 
and the Angelus Products Co., 


cube-shaped with thermometer, 610 Fifth Ave., New York, 
barometer, hygrometer, clock should be able to handle your 
and compass. We need to have repair. 

some repair work on the hy- oa 

gometer and a new needle and 
glass for the compass. Where 


unless the party desires to sell 
the item, we cannot understand 
the need for a dollar estimate 
of the value. If the owner wants 
to sell the item, the best way to 


: a ' ' BROKEN CHIME ROD: We have a 
learn how much it will bring is 


German chime clock with one 
chime rod broken. Could you 
direct us to a firm that can re- 
repair such 
Watch Shop, 


Know the facts 


before you decide on 
Ultrasonic Cleaning Equipment 





rods ?/— 


War- 


place or 
Swanson’s 
ren, Pa. 





Answer: Try Barny, Clock- 
master, 258 E. 59th St., New 
York. When sending the clock 
for repairs, send the chime block 
along with it. 





FACT | — Attachment vs. Independent Machine 


WHY THROW MONEY AWAY? Why discard vour mechanical 
watch cleaner in order to buy a so-called “self-contained ultra- 
sonic unit”? You can achieve double efficiency by simply con- 
necting an ultrasonic attachment to your present equipment. 


Ts 
WHAT ABOUT SPIN-OFF? “Self-contained units” currently on the Tape-model W atchmaster 


market have no provision for rotating baskets by motor power, 
to spin off excess solution before drying. Yet without it, con- 
tamination of solution is unavoidable. 


FACT li — Position of Transducers — 
the source of ultrasonic power 


Most units have their transducers at the bottom of the vessel. 
Dirt settles at the bottom of the solution, forming a “blanket” 
that the ultrasonic waves cannot penetrate. Whatever waves do 
penetrate this dirt barrier only stir up the dirt into the solution. 


Transducers positioned at the side of the vessel — as found only 
on the HERMES SONIC unit — generate powerful ultrasonic 
waves that pass freely through the entire solution, Dirt can 
now settle at the bottom of the vessel without harm. 


American Time Products, 
Inc., 580 Fifth Ave., New York, 
has just produced this new 
“tape” Watchmaster, conform- 
ing in size and appearance to 
the “drum” model familiar to 
all watchmakers. 

The machine is said to pro- 
vide immediate visibility of the 
watch record, as each dot can 
be seen the instant it is printed. 
Watchmakers may rate watches 
accurately while observing the 
effect of the slightest movement 
of the regulator. The records 
are printed by a special helix. 
No ink or ribbon is required. 

Microphone snaps. out for | 

testing clocks, watches on custo- | 
mers’ wrists and watches in | 
| trays. 


FACT Ill — Actual Performance Records 


There is only one ultrasonic cleaning machine that has several 
hundred units in actual use in watchmaking shops all over the 
country... HERMES SONIC. This actual shop performance has 


produced countless testimonials such as this one: 


“Does a far superior cleaning job to any watch cleaning 
method in use today.” H. Prosser, Atlantic City 


FACT IV—F. CC Approval 


Only HERMES SONIC has been approved by the F. C. C., 
which is required under F. C. C. Part 18, revised to Sept. 4, 1953, 
Paragraph 18.2. Regardless of what you hear, check before 
installation. 
KNOW THE FACTS! 
Contact your watch material supply house, or write: 


Hermes . 


\__7 sonie 


13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y. 
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How's that for a promotional idea for self-winding watches?" 


Looking for new profits ? 


SEAL PHOTOS, CARDS, 
WEDDING ANNOUNCEMENTS 


Life-time 
Plastic 


. H 4 
| ear Te ee 


with NEW HERMES 
Seal-o-mett |! 


* Increases store traffic 
* Promotes wallet sales 
* Builds good will 














Pay only 


$50 
and use our 
Rental-Purchase Plan 


Anyone can 
operate it 
Send for bulletin 


NEW HERMES LAMINATING MACHINE CO. 


13-19 University Place - New York 3, N.Y 
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Mr. Roy Pearson, of Pearson's 
Jewelry, Downey, Calif., is the 
proud receiver of the distin- 
guished registered certificate of 
proficiency from Norman OD. 
Luth, President of the United 
Horological Association of 
America. Mr. Pearson passed 
the monitored UHAA watchmak- 
ers examination with the highest 
grade ever issued in the State 
of California. 
my certificate,” he said, ““my con- 
fidence has been improved many 
tumes over and our customers 


“Since receiving 


have expressed their confidence 
in me by tncreased husiness.” 





No lost repair jobs 
...when you send for 


NEW 1958 
WALTHAM 


WATCH AND CLOCK 


MATERIAL 
CATALOG 


A complete material catalog covering 
the 35,000,000 precision-made Waltham 
products since 1853, including 


WATCHES « CLOCKS * STOP WATCHES 
RAILROAD WATCHES * CHRONOMETERS 
AIRCRAFT CLOCKS AND TIMERS 
AUTOMOBILE CLOCKS 


136 pages * completely illustrated 


$2 


WALTHAM PRECISION INSTRUMENT CO. 
[Formerly Waltham Watch Co.] 
WALTHAM, MASS. 


America’s First Watch... Since 1850 


ORDER 
TODAY 


Please send check 


with your order 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 
Students may enrol! at any time of the year 

















me 


| WATERPROOF GASKETS 


by 
i 


BOREL 


> = Write for full 


a information and 
—- free samples. 


JULES BOREL & CO. 


1015 Walnut St. Kansas City, Mo. 























Latest 
and Best 


NEWALL-IZED 


Swiss Stem System 


Insist on Newall-ized System $1000 and 
obtain the finest Swiss stem system on 


$20.40 


the market 











ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold fhrough Wholesalers & Jobbers 


We repair Chronographs & Stain- 
less Steel Cases. We make coil 
springs for watch cases. 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 2, Illinois 


WATCH REPAIR 


Dependable Fast * Economical 


Over a Quarter-Century 
of Service 
a7 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 


2 
All Work Watchmaster-Tested 
. 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 


Plaza 7-1740 





Haydon Mfg. Co., Inc., Torring- 
ton, Conn., announces a new 
“1805” clock movement, 2% in. 
in diameter. Completely enclosed 
synchronous electric motor drive. 
Hour, minute and second hand 
arbors; back setting knob. 
Threaded center bushing for 
easy mounting. Studs for back 
mounting. For either 115 or 230 
volt 60-cycle operation. 


STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND JULY 
2, 1946 (Title 39, United States Code, Section 
233), SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF JEWEL- 
ERS’ CIRCULAR-KEYSTONE, PUBLISHED 
MONTHLY AT CHESTNUT & 56TH STS., 
PHILADELPHIA 39, PA., FOR NOVEMBER 
1957. 

1. The names and addresses of the publisher, 
editor, managing editor, and business managers 
are: Publisher, Lansford F. King, Chestnut & 
56th Sts., Philadelphia 39, Pa.; Editor, D. 5S. 
McNeil, Chestnut & 56th Sts., Philadelphia 39, 
Pa.; Managing Editor, Jay Hannah, Chestnut 
& 56th Sts., Philadelphia 39, Pa.; Business 
Manager, None. 

2. The owner is: Chilton Company, Ince., 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

Holders of more than 1 per cent of the 

capital stock outstanding of Chilton Company: 
Mary M. Acton, 260 Sycamore Avenue, Merion 
Station, Pa.: Boenning & Company, 1529 Wal- 
nut Street, Philadelphia, Pa.: George C. Buzby, 
2 East Sunset Avenue, Chestnut Hill, Pa.; Mrs 
Beulah Fahrendorf, Chateau Lafayette, 
dale, New York; Dorothy S. Johnson, 
Fifth Avenue, New York, N. Y Kimberton 
Hills Farms, 1608 Walnut Street, Phila- 
delphia, Pa.; Mabel P. Myrin, 1608 Walnut 
Street, Philadelphia, Pa.; Mary M. Acton and 
John Blair Moffett, Trustees U/W of Clarence 
\. Musselman, Deceased, 1608 Walnut Street, 
Philadelphia, Pa., feneficiaries: Mary 
Acton and David Acton: J. Howard Pew, 
Walnut Street, Philadelphia, Pa.: J. N. 
Jr., 1608 Walnut Street, Philadelphia, Pa.; 
Mary Ethel Pew, 1608 Walnut Street, Philadel- 
phia, Pa.; Alberta C. Sly, 149-40 35th Avenue, 
Flushing, N. Y.: Alberta C. Sly, Executrix 
('/W of Frederick S. Sly, Deceased, 149-40 
35th Avenue, Flushing, N. Y., Beneficiaries: 
Albert C. Sly, Alberta C. Sly and John E. Sly; 
Soleil Farms, Inc., 1608 Walnut Street, Phila- 
delphia, Pa.; Charlotte M. Terhune, 160 E. 
ikth Street, New York, N. Y. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 
percent or more of total amount of bonds, 
mortgages, or other securities are: None. 

1. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting: also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees hold stock 
and securities in a capacity other than that of 
a bona fide owner. 

L. F. King 
(Publisher) 

Sworn to and subscribed before me this 23rd 
day of Sept., 1957. 
[SEAL |] 


(My commission 


Philip J. Shire, Jr. 


expires Jan. 7, 1959.) 


Since 1890 
The World has turned to 


RACINE 


For all Types of 


TIMERS J 
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Css Zi 
GALLET E&GUINAND TIMERS 
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pL GALLET CHRONOGRAPHS 14 








( THROUGH YOUR WHOLESALER } 


Write for the Lotest 


RACINE CATALOG 


JULES RACINE & COMPANY) »c 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET. NEW YORK 36 
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HELP — 


FOR YOUR EXTRA 
HOLIDAY HELP 


It is hard on you to see untrained, 
extra holiday-help fumbling through 
Sales presentations with prospective 
customers. It isn't pleasant for them 
either. 


Two years ago JC-K published the 
first booklet aimed at providing help 
for your extra holiday help. It has 
been reprinted twice upon demand. 


This booklet gives the inexperienced 
clerk just enough to feel that he is 
not a stranger to the business. It is 
designed to build confidence in hin, 
confidence which he can radiate so the 
customer will, in turn, have confi- 
dence in his statements. 


The psychology of laymen coming 
into a jewelry store and stepping 
behind jewelry counters as clerks is 
Such that they are just plain scared. 


They must be at ease-- 


made to feel 


32 Pages of basic selling facts on: 


* diamonds ®* watches 
* clocks 
* colored stones 


* giftware items 


* silver 
* china & glass 


And 6 page glossary and 
test questions. 


important--needed. This booklet does 


that. 


The practical limitations of tempo- 
rary, part time help are recognized. 
For example, the first "capsule 
course" is on‘the selling of diamonds. 
This is not titled with a heading 
which would frighten the beginner. 
Rather, "A Diamond Is Forever"--isS a 
heading such as the new clerk might 
find on an article in a consumer pub- 
lication. It starts with something the 
lay reader can understand and believe. 
For example, it says, "On that little 
tag attached to each diamond ring and 
on the inside shank of the ring it- 
Self, you will find a wealth of in- 
formation. Tell it to the customer-- 
BUT, if he wants to get ‘technical,’ 
you had better be ready and call for 
the assistance of more experienced 
help to take over the sale." 


The reading matter on this subject 
is informative without being awesome. 


For example, carat weight is ex- 
plained. "But" the newcomer is told, 
"size is only one of the factors 
determining the value of a diamond.” 
The article goes on to explain in 
Simple detail just what the other 
factors are. 


In addition, the booklet includes a 
three-page glossary and three pages of 
quiz test questions. 


Clip the coupon below--order a copy 
for each of your extra holiday clerks. 
When your extra people report for work 
you can capitalize on their enthusi- 
asm. Send your order now! 


@ Readers Digest Size (two colors) 


THE JEWELERS’ CIRCULAR-KEYSTONE 


: Chestnut & 56th Sts., Philadelphia 39, Pennsylvania 


Please send immediately ... copies of “Fitting into the 
Selling Picture” at 50 cents per copy. Enclosed is $... 


Name 


Firm 


SEND COUPON TODAY => 
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KEY STON 








CLASSIFIED ADS 


RATES AND REGULATIONS 
Remittance in Advance 
“SITUATION WANTED’—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 
“HELP WANTED—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 
word. 
ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 
words; additional words 30 cents per word. 
® Name, Address, Initials and Abbrevia- @® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 
Classified ad form closes 10th of the 
® If answers are to be forwarded, 20 cents month preceding date of issue. 
® A box number when used in ad counts 


: as five words, that is, “Address #13. 
® No Agency Commission. care of J] C-K.” 


tions count as words. ® 
extra to cover postage must be enclosed. 


In answering Box Numbers address envelope “Bon ” care of Jewelers’ 
Cir ular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 


WATCHMAKER desires position; Twelve 

Situations Wanted — years’ experience: Age 43 yrs.; Prefer 

Illinois or Missouri; Can manage dept 

= = and estimate work ieee Kenneth 

WATC HMAKER HIA aati experi- Tottenhoff, 406 W. 4th St., Alton, Illi- 
need, age 88: desires permanent si nos 

tion with reliable jewelry store inter ANAGER, salesman for small manu- 

ested in quality work: prefer southwest facturing jewelry Co responsible for 

Address “A soo. eare of JC-K gold report, end use certificates, inven- 

JEWELER, 12 vears experience == on tory and ordering of all materials; 

desires responsible position available 





stamped platinum, light handmade gold 
specials and some repairing: wi shes po- February 1958. Address “K, 3398," cars 
sition; moderate salarv. Address ‘352. of JC-K 
care of JC-K NEW England salesman, age 39 
EXPERIENCED dependable hand and company fourteen years, selling 
machine engraver (> | A era luate rings, diamonds, mountings and watches 
desires position as engzraver-salesman degires to Carry one line, prete rable na- 
with first class. store \d dress “M.. tionally advertised product rood retail 
3392.” care of JC-K store following. Address “L., 33 - 


WATCHMAKER, certified master 25 care of JC-K 
years’ experience, white, m: le \ married MAN De personable, adaptab 
dependents, 49 ve: f age; Prefer getic; Sold own wholesale succes | 
small commun itv North Central r § diamond business 25 vears experi- 
Address a 2°86 Dg a » of . 4 ence selling, buving etc Seeks po- 
DIAMOND man sition where trust and confidence is of 
perienced: wishes noms paramount importance to firm employ 
tablished reputable Ney Tork i: ns rie Address 7 Oe eare 
mond house: hest "ePrences Address JC-] 
‘*‘Box 337.” eare of JC-K PREMIUM quality salesman, excellent 
WATCHMAKER, 28, Marrie ver 9 appearance and background, seeks top 
years’ retail store ex} ‘ake charge watch or diamond line for te 
Dept Sales Ability oa Fork City an New York or nearby area | 
or Suburbs: Reference. Address Henry years in industry includes major wi: 
Silverberg. 831 Saratog; Ay Rrook- mpans experience and excellent 
Ivn 12, New York oe All channels of trade. Address 
sé ae are of JC-K 


‘ So ceare 


‘ 


DIAMOND buyer & assorter 10 years’ > Ww ‘HELOR: 320 
experience Intere sted if} responsible 7 ey s . 
position : (Complete know ledg-¢ of loose 


mounted diamonds, also filling spe- 


years’ experience, now 
associated with the largest retail estab- 
lishment in the country: I now do dia- 
orders; references Address “F mond and jewelry appraising, buying 
» eere of 0K , from the public, estimating special order 
work and selling: Remuneration, New 
DIAMOND man, number of years experi- York City area, $12,000: out of town 
sec score nll a pace SM - aya HR A vailable January: Address 
large ring manufacturer: references : ee eee ee 
New York City preferred Address 
“sol, care of JC-K 
DIAMOND assorter and sale ‘man, voung;: Li WW d 
specialist in rounds, baguettes nie ines ante 
quises Expert fitter of pieces six ——— = = : 
years’ experience, seeks position with “2 , 9 a wT ; . 
on dOrK: firm Address “349,” care Bagrmcestaggics  N i Rack oaghy aera igen ab 
'MBUS OHIO watchmaker desires vi ~~ PR sgn am a ee Soe 
relocation this city “ifteen years pres- torv preferred: other considered 
ent position; thirty-five years’ experi- TOP LINE, wholesale only; territory 
seem ine accura ite work for discrim- Tucson, Phoenix, Salt Lake City. Al- 
ao. eae ae see nt Address “J. buquerque, E] Paso, Denver; Full de- 
’ tails, please. Address Paul Vincent, 
CONTROLLER, instalment chain back- . O. Box 64, Denver 1, Colorado 
ground in merc ha. dise. and expense unusual gimmick item wanted 
budgets, systems, leases, store audits, sideline. by per eeuse with poor nae 
credit and collecti n machine ac- Midwest following m aie ol redics Pa 
rae 4 ting, taxes, insurance. Address “B., of precious jewe ry. Address ee 2391," 
of JC-K eare of JC-K acs 
MAN # on, salesman thoroughly quali- WELL established salesman now calling 
o years’ experience all phases on wholesaler, jobbers and premium 
credit jewelry business; executive abil- trade wants lines for Midwest terri- 
ity, can assume full noe gees uae £ lo- tory: Chicago office. Address “Circular 
——, 7 optional Address 3387,” 350," 360 N. Michigan Ave., Chicago 
care Oo 1. Tllinois. 
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WitLlL established West Coast salesman 
with strong tollowing am ng top jew 
elers and chains’ desires additional 
manufacturer's line—over three hundred 
active accounts Denver West excel 
ent references Addres I3.. 79 ae 
Care of JC-k 
MIENVEER west including New Mexico & 
Ar izona; Have traveled this territory 

Vears repre entiny oid e 
Diamond House Would like 
first Class iu \ ine 
a Diamon ‘ ss ; also 

part territory resi a Saies 
Tnyuestionable reference Ox 
. 3363." care of JC-kh 

TOP notch sales representative, avail- 
able Spring 1958; extensive whole- 
sale-retail jewelry experience, ag- 
gressive, hard-working, management 
ability; best references; desires to 
represent well-established = manu- 
facturer or importer; Pennsylvania- 
Ohio area; Address “S, 3394,” care 
of JCk. 

SALESMAN who has traveled exten- 
sively for twenty years in “Large 
hey” cities of midwest and southern 
states with silverware lines has the 
respect and confidence of the de- 
partment stores, jewelry stores, cat- 
alogue and mail order buyers; has 
averaged about $200,000 volume 
every year is open for two non 
competitive silver domestic or im- 
port or costume jewelry lines; have 
always been considered the “tops? 
in the industry; will consider replies 
from reputable manufacturers only ; 

can finance myself at all times: 
open for interviews for 1958. Ad- 


dress “327.” care of JC K. 
eee 


Side Lines 





ings, rings, 
atch bands 
and Nevada 

f ‘-KK. 
fast ana 
ine of dia- 
ches or display 
(uest Address 


he wholesale 
and South to carry 
laced and catalogued line of 
tic iewelryv in gold platinum 
diun Commission basis. Ad 
3a52, IK 
SALESMAN ecalling on. the wholesale 
rade in Mid-west and South, to carry 
well-placed and catalogued line of 
mbiematic jewelry in gold, platinum 
nd palladium; Commission basis. Ad 
“B »§2.”"" care f JC-K 
,ESMAN now covering South East 
tuld like established line for Florida 
Klorida-Georgia expert dia 
ones watches and jewelry; alarm 
a yped car, present territory too 
Ade iress ““M.. sa10,. care of 


MANUFACTURER of low-priced ear- 
ring line presently selling all large 
chains; Seeking additional repre- 
sentation out of New York City; 
Opportunity to handle already 
proven line; Address “A., 3373,” 
care of JC-K. 

SALESMAN; Side Line Commission 
Basis: Exclusive Manufacturer's 
line 14K Jewelry; cultured pearls, 
precious and semi-precious stones ; 
bracelets, brooches, earrings, dises, 
rings, ete.—AlIl territories open; 
Address “*N., 3352." care of JC-K. 

SALESMAN: Midwest Mfrs. Lad. & 
Men’s Dia. Rg. Sample Line: Op- 
portunity for exp’d man with re- 
tail following. Take over our many 
active accts; Draw vs. Comm. Ad- 
dress S. Reiman & Sons, 64 W. 48th 
St. N. ¥. C. 

LIVEW IR Km salesman with active fol- 
lowing in California, Arizona, New 
Mexico, Colorado, Utah and Nevada: 


OVEMBER 1957 














now representing well Known concern: 
is ready tor a change lf am looking 
for a right priced Diamond Ring and 
Mounting Line; Best references: Box 
“D., 3364,’ care of JC-K. 


Help Wanted 


WANTED, two A-l watchmaker! pel! 
centage basis only Adt we ss “"T., 1400 
Care ol JUC-hk 

WATCH Salesman wanted; our mes- 
sage too important for this small 
space; See Display Ad, Page 4. 

WANTED Jeweler; Engraver for one of 


South’s leading Jewelry stores; good 
Salary; wive referetces in first letter 
Address Box “J ood care of JUC-K 
WATCHMAKER, experienced for air con- 
ditioned Bronx store prefer one who 
can Wilt On cust ers permanent 


apply at once \ Bara, 2142 White 
Plains Rd., Bronx, New York 

SALESMAN for Ladies’ vold watch case 
line; plain and diamond set; with fo! 
lowihg: among importe! of movements 
and mail order houses. Address “A 
$393," care of JC-kK 

ESTABLISHED Salesman l0 years’ ex- 

perience selling ring diamonds, jew 

elry to retail stores in Ohio. Married: 

age 34; Reliable; Bondable \ddress 

““J., d000, Care of JC-K 

WANTED; First class combination wat 
maker, engraver ; Permanent send 
reference and salary expected Idea 
working onditions and ail condi- 
tioned; Advise immediately Phillip’s 
srother Tri Lynchburg, Virginia. 

SALESMAN wanted to trave With our 
line only excellent opportunity Pol 
live wi : smart tvle 
platinum and gold je worry (;uaral 
teed high drawing plus avel expenses 
Address “P., 353,” care of JC-K 

WATCHMAKER, experienced 
week ; idea working conditions 
Northern Ohio Citys permanent job 
State age, experienc salary expe 
in first letter. Address “R., 2165 care 
of JC-K 

EXPERIENCED Repairman to §=6assis 
owner in fine Jewelry Store; Top op- 
portunity for man who desires to make 
the Retail Jewelry Business his perma 
nent occupation Opening in W Va 
Address Box “M., 3358," care of JC-Kk 

PRECIOUS Jewelry counterman avai! 
able; reputable retailers or wholesal- 
ers; Manhattan or North Jersey prefer 
ence; Peak unit sales guaranteed: Fin- 
est reference bondable Address “S., 
$367," care of JC-K 

DISTINGUISHED salesman 51 seeks 
better diamond line; key cities: Con- 
necticut to Missouri currently em- 
ployed prominent store: available Jan 
uary: liberal draw. Address “S., 3366." 
care of JC-K 

CHALLENGKIE SOUGHT: Store manager ; 
fast track credit operation reputable 
gentleman; middle ag minimum sal 
ary $12,000 available January on- 
fidential Address “S., 3368," care of 
IC-K 


} 
*?} 


- 
— 

- 

- 
~ 


hive aay 


f“ADY store manager desires store or 
sales position in Florida only; 20 years’ 
experience; Age 50: married depend 


able; best of references: Available in 
60 Eade Address “S., 3357,” care of 
. 

EXP SRIENGED salesman with a non- 
conflicting line to represent a manu- 
facturer of wedding rings of fine qual- 
ity: Quick selling line; State territor\, 
and experience in first letter. Address 


“S., 3362.” care of JC-K 

SAL ES MAN southeast extensive dia. reg 
delivery line, permanent opportunity 
for experienced man with following to 
take over many active accts. draw vs 
comm.: S. Reiman & Sons, 64 West 
48th St... New York City. 

SALESMEN wanted by established manu- 
facturer of fine gold, sterling and gold 
filled charms, bracelets, earrings 
brooches, tie clips, cuff links, ete 
write full particulars: all information 
held confidential! Address “C O28 
care of JC-K. 

COMBINATION jeweler and engraver, 
man with some experience looking for 
advancement, by fine old established 
cash type store; Conge nial working 
conditions, air conditioned. Address 
Carpenter-Matthew, Jewelers, 1 Hay- 
wood St., Asheville, N. C 





SALESMAN—Well 





GOOD opportunity tor two outstand- 
ing jewelry salesmen; 14K gold 
ladies’ rings; One to cover West 
Coast; One to cover Middle West; 
State experience; Give relerences; 
Address “K., 3372,” care of JC-K. 

WATCHMAKER; position now open fo! 
YUuailly persvuii, permanent position In 
line retail jewelry store; Best of work- 
ing conditions; Reply at cnce; State 
full particulars in urst iette! Strictly 
contidential. Address Veiner Jewelry, 
1327 Portage, Kalamazoo, Michizan. 

WATCH-MAKER wanted; must be 
A-| mechanic and experienced; per- 
manent position in a high type 
store; give details in first letter so 
a personal interview can be = ar- 
ranged for you. M. Mevyer-Jeweler, 
Marion, Ohno. 


DIAMOND ring salesman; Excellent 
opportunity to make real money for 
top notch Southern salesman to call 
on our well established trade: Com- 
mission with guaranteed drawing 
account. H. Hamburger Co., Ine., 
22 W. 48th St., New York 36, N. Y. 

known New York 
manufacturer; fine platinum and gold 
diamond and semi-mounted rings: to 
cover Midwest and South. can reside 
In territory; must produce minimum 
$150,000 annually; State full details of 
past connections. Address ae , sane. 
care of JC-K 

ESTABLISHED N. Y. manufacturer of 
assorted mountings & watch attach- 
ments; doinz a moderate business in 


N Y. & Midwest: selling to Jobbers 
Wholesalers and Chains, retail: wishes 
to contact a esman with a following: 


If interested can buy half partnership 
Address “C., 2 20," care of JC-K 


OFFICE manager, excellent’ oppor- 
tunity with watch importer; ex- 
perienced; supervise production 
and office procedure; inventory 
control; correspondence; billing; 
full information and_ references 


first letter; replies confidential. Ad- 
dress, “F., 2837" care of JC-K. 

JEWELER with from ten to twenty years’ 
experience and also capable of assist- 
ing foreman; Requires a first-class me- 
chanic with business ability; Fine place 
to work; Write in detail, experience, 
married or single and where in the 
past a Address “S., 3361,"’ care 

of JC-K 

SALESMAN to represent Preisner Sil- 
ver Company; sterling and art Sil- 
ver Company plated holloware in 
the smaller towns and cities of 
California, Oregon, Washington, 
Idaho, Montana, Utah, Colorado 
and Nevada; no objection to non- 
conflicting side line. Reply to Preis- 
ner Silver Company; P. O. Box 
398, Wallingford, Connecticut. All 
replies held confidential. 


UNLIMITED future; Aggressive ex- 
panding jewelry store chain has 
immediate opening for experienced 
man to manage credit jewelry store 
in central Wisconsin; Excellent fi- 
nancial return and incentive plan; 
Over 50,000 population; Send de- 
tailed background and personal in- 
terview will be arranged at our 
cost; All replies in confidence: Ad- 
dress “S., 3389,” care of JC-K. 


WELL Known manufacturer of a high 
quality gold filled line of ladies’ and 
men’s jewelry desires representative to 
call on selected jewelers in Northern 
Illinois and Southern Wisconsin ; Desire 
man now covering this area and car- 
rying a non-conflicting line, Commis- 
sion basis; Give complete information 
as to experience, territory and lines 
now carried. Address “K., 3371," care 
of JC-K. 

WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country: employee 
discount, group hospitalization plan, 


excellent future lor persun With pleas- 
ing personality and willing to assume 
responsibility ; positions opened in the 
east, south, midwest and southwest. Ad- 
dress “349,” 360 North Michigan Ave- 
nue, Chicago 1, Lllinois. 

EXCELLENT opportunity experienced 
man, under tifty, accustomed sub- 
stantial earnings, located West 
Coast; Travel extensively, sell na- 
tionally advertised line mountings 
and stone rings exclusively to man- 
ufacturers, wholesalers and chain 
stores in well established territory ; 
Commission, State experience and 
give references in detail; confiden- 
: ok =< & 9 ae 
tial; Address “K., 3395.” care of 
JC K. 

\ WORLD renowned manufacturer of 
Swiss watches with a fine quality line 
looking for the right man who wants 
a secure future with unlimited earning 
potential ; several choice territories 
open; state business history, age and 
experience, present territory and earn- 
ings; Enclose photo if possible; all in- 
quiries held in strictest confide! 
Write to Norman Roth, Farve-Leuba 
Watch & Chronometer Co., Inc., 6609 
Fifth Ave., New York 22, N. Y 

ENERGETIC young salesman calling on 
better jewelers along entire West Coast 
to represent well known manufacture! 


of strong. well-balanced, original I1U0Kt 
& 14 kt ring line; considered | one of 
top lines; approximately 250 well es- 
tablished and active accounts; dra 
against commission; no objection to 
non-conflicting high quality line; only 


salesmen interested in permanent con 
nection with our company should apply 
available January 1958; Write ful 
details concerning past experience and 
present occupational status to House 
of Kraus, 300 Stanwix St., Pittsburgh 
22, Pa 

AGGRESSIVE salesmen wanted for Far 
West Mid-West and South-West to 
handle the most unique and imagina 
tive nationally advertised pearl! nov- 
elty line in America; This established 
line of popula! priced jewelry is sold 
at the jobbing level only, therefore 
salesmen responding to this advertise 
ment must be thoroughly familiar with 
the wholesale jewelry distributors 
catalogue jobbers and party plan job 
bers, ete.; in their territory; A _ re- 
markable opportunity is being afforded 
to the right men All replies will be 
held in strictest confidence; State age 
territory covered and previous KY 
ence. Address “L., 3353,” care of -K 

MONEY-MAKING line for jewelry sales 
men, retail following Sell patented 
Vari-Gem gold stone rings; the only 
stone ring line where retail jeweler 
himself can interchange and securely 
reset a variety of birthstones and onyx 
stones in a Vari-Gem ring in 60 sec- 
onds; Compact line; Dynamic sales- 
producing promotion program ,; Kexcel- 
lent Commission; Territories open: l- 
linois, Wisconsin, Minnesota, New York 
State, Pennsylvania, Maryland, 
ington, D. C., Virginia and West Vir- 
ginia;: Protected territories; Supply 
references and experience: Confiden- 
tial: Address David Pfeffer Co., Inc., 
106 Fulton St.. New York, N. Y. 

THE men we want will be experienced 
in diamond and diamond ring selling; 
They will have clientle among better 
stores to sell nationally known diamond 
rings: They will live in Baltimore, 
Cincinnati, St Louis, Des Moines, 
Omaha, Oklahoma City, Dallas, Min- 
neapolis or their environs and will have 
trade in their environs; Our firm is 
recognized for 80 years as one of the 
most respected in diamonds and dia- 
mond rings: Constant intelligent ag- 
rressive advertising of our excellent 
competitive products and generous 
commissions will make this a _ lucra- 
tive proposition for men with contracts; 
Write or phone Barnett Davis, Inc., 
Clark Building, Pittsburgh, Pa.: giv- 
ing full details of ability, past associa- 
tions and territories; All replies con- 
fidential. 





For Sale 


Stores, Stocks and Businesses 
MODERN N towels store, industrial city, 
central Florida; Long established, best 
location: Have other interests. Address 
3378." care of JC-K 
(Continued on page 178) 
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JEWELRY store in great lakes region, 
large population; old established firm; 
retiring ; excellent opportunity for some- 
one in going business with reliable 
__trade. Address “S., 3266,” care of . 1C-K. 
EXCELLENT opportunity for watch- 
maker; good repair business; small 
inventory: small overhead; 1956 
gross, $18.000; 40 minutes from 
New York; will sell very reasonably ; 
Address “K., 3350.” care of eo — 
MIC HIGAN ; Modern jewelry & t 
. low rent, good repair trade, ex- 
opportunity tor watchmaker & 
Stock, fixtures, equipment below 
$10,000 Address a 3°77."" eare of 
JC-k 
IEWELRY store in Wisconsin "0. seat 
town; Best location, low eis $10,- 
000.00 stock, fixtures, tools and sup- 
plies ; Will SA ‘ifice for $7.000.00 TO! 
re ‘k sale; Wish to reti Address “A 
97," care of JC-K 
In" je welry business 30 years; Retiring 
Pop 20.000: Colorado: wonderful! year 
around climate ; Reducing 
stock, blond fixtures including 
elec. sign: all for $5,000. pe Pade -_ * 
+ 6 Bae are of JC-K 
FOR SAL 2 old reliab ! fitable es- 
tablished jewelry business in prosper- 
ous south central Kentucky town: 
owner retiring from active business: 
favorable praersy, rental : 
Address “P. 268," care of JC-K. 


$20,000 BAL ANC ‘ED stock in rr Tr es- 
tablished Jewelry Store: Central 
location in rapidly growing South- 
ern California community; Good 
repair volume, exclusive Green 
Stamp franchise ; Good Lease; Ad- 
dress “V., 3356,” eare of JC -K. 


MODERN air conditi ned je we Irv st tore, 
Kast Texas, college town; Seven years 
downtown complete repair 
dept.; under $15,000: Can reduce 
ventory net purchase price first 
Address “C., 3380.” care of JC-K 

EWELRY business, established seven- 
teen years, excellent location, good re- 
pairs, Florida East Coast town, one 
man operation, ids watchmaker 
little cash needed. Address “G., 3369.” 
care of JC-K 

JEWELRY store in one of New England's 
largest manufactur! ng towns: cash 
store; main street: Well established 
since 1946 with excellent repair busi- 
ness; Population 12,9000: also Grey 
hound Travel Bureau Address “F., 

3349. "” care of JC -K 


CALIFORNIA, San José modern store, 
48 miles from San Francisco, popula- 
tion 126,000; drawing area 500,000; all 
major lines; lease with option, 4 win- 
dows, excellent watch and jewelry re- 
pairs: inventory $15,000, rent $150 
gross 1956 $33,000. Write owner Hugo 
Eickmann, 1617 East Santa Clara St.. 
San Jose, California. 


ONE of the best known je welry "stores 
in desirable section of uptown N. Y. C.: 
The store is modern and attractive ; 
within the store is a completely in- 
stalled jewelry workshop; it assures 


stock-t a) 
$125 »U. ath 


square 








GORDON 


ANTHONY J. GREGORY. 


maximum service, permits independent 
manufacturing and is highly beneficial ; 
the store has become a landmark for 
its fine reputation; this 1S a going and 
active busines and it is a rare Op- 
portunity to a reliable responsible party 
with ability; rent moderate selling 
pri reasonable Address “O., 3399,” 


care of JC-hk 


Susman aypectnines 


EVERY EFFORT is made by The Jewetl- 


ers’ Circular-Keystone to keep tits ad 
vertising columns clean. Advertisers 
under Business Opportunities, et , must 
furnish { “cade references Atti pUILCe- 
ments must pass the strict f nsorship 
requirements of The Jewelers’ Circular 
Keystone. 

BROTHERS, oldest and 
buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


largest cash 


Auctioneer, 
6748 No. Ashland. Briargate 4-7303, 
Chicago 26, Hl. 

ILMES BROS.; buyers and liquidator 
of jewelry stores; Max Colm 1S Tre- 
mont St., 333, ston 8, Massachu 


Setts 


COMPLE’ 


efficient 
Dean Jewelrs 
St... Nashua, N 

STERLING silver novel jev ' 
facturer, established : years, ishes 
to incorporate with ! mcern; Ex- 
cellent offer and Dporcul its Address 
“EK 3376." e: :; ye 

CONSULT M ". Finkelman, 29 EK. Mad 
son, Chicago; since 1923 highest cash 
prices paid for — ds and all other 
jewelry stocks ecoiect Dearporn 
2-3407 ; reference, your bank. 

SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est ‘ices paid; bank and trade retfer- 

Vrite 15 Maiden Lane, New 

York. Telephone Rector 2-6565. 

SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. White 54 Lispenard St., New 
York. Telephone Canal 6-5233 


COLMES & BRILL auctioneers, sales 
specialists; 45 West 45th St., N.Y.C., 
over 35 years’ successful retail or 
auction sales for jewelers through- 
out the country; highest references; 
See our ad | 45. 


WE will buy your ‘store for cash or 
will raise the money you need 
through a dignified flat or auction 
sale; wire, write or phone, Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza $-4254. 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash, 
write, wire or telephone Longacre <¢ 
7388. 

DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 125 for addi- 


tional details. 


JEWELRY -CHINA-OBJECTS D’art 
auction srevice: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 








basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door; 
every sale managed and conducted 
by kaussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of tine stores 
during the past decade; when repu 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer: Thomas J. Faussett, 
Howell, Michigan, 





W anted to Purchase 


SPOT eash for diamonds, watches, new 
or old, miscellaneous jewelry ; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919: for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of ‘Trade. Uarry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390. 

CASH in; send us your watch move- 
ments, watches. diamonds, old spec- 
tacle frames: gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send vou a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave.. Memphis, Tenn. 











Watch Work, etc., for 
the Trade 


“INE watch repairing to 
work timed, tested and 
5 day service: Addr 
Re pa r Servi 20) «O&K, 
— 3a. 2 
watch repairing for the trade 
ruaranteed r ls ye : 
service é { 
sonable prices Si hiere I 
maker, 101 S. Marion St., Oak De ie 
BOSTON. Mass.: «¢ xpert ind a eee 
watch repairing: Watchmaster te 
prompt service; prices on request 
orders invited David Migdal 
109-B Summer St. Tel ue 2-9547 
HAVING WATCH REPAIR TROUBLES? 
(;uaranteed repairs by expert Chron- 
ographs ae specialty send tor price 
list or trial parcel licited; Address 
Dawson & Law, 256 Southfield Rd., 
Detroit 23, Mi 
QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 
Aron, 62 West 47th St... New York, 
N. Y. 
DEPENDABLE — Fast — Economical; 
Over 25 vears of service to the 
trade; Special discount to regular 
accounts; Lowest prices for high 
grade work; All shipments returned 
postage paid; Send a trial shipment 
and be convinced; Address: Watch 


Service. Box 93, York, Pa. 


To Let 


FOR rent in Northwest Missouri’s 
est retail credit business jewelry 
partment on percentage basis; depart- 
ment has all new fixtures and small 
amount of jewelry on hand; Enterprise 
Furniture & Cpt. Co., 501 Felix Street, 
St. Joseph, Missouri. 
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RJA BEGINS TO FUNCTION 


RJA is now in business at the national level. But just 
as the Federal Government would be an empty fabric 
without the States, so the future success of RJA depends 
upon the prosperity of the various state organizations, 
the leadership which RJA shows to these organizations, 
and the cooperation it gets from them in return. 

Well aware of that truth, RJA’s leaders are wisely 
devoting the major share of their current thinking to 
ways and means of helping the state groups obtain larger 
memberships and larger revenues. The state groups 
have achieved just about everything they hoped for in 
their relationship to the national body, including non- 
voting representation at every meeting of the RJA 
directors. 

So it is with full trust and confidence that the state 
organizations will soon begin to transfer their affilia- 
tion from ANRJA to RJA. Through that affiliation, 
RJA will have its roots, and its real source of strength, 
in every city and town in the land. 

RJA’s whole structure, then, seems to be taking form 
very well. Its next task will be to develop a program 
to help the retail jewelers of America with some of their 
major problems. We don’t think any problem is more 


serious or more pressing than that of: 


DISCOUNT HOUSE COMPETITION 


In just a few years’ time, jewelers say, the discount 
house has become the biggest threat to their watch-sell- 
ing business. It’s a threat to many other categories of 
jewelry store merchandise, too. A problem that grows 
so swiftly deserves careful study but can’t wait in- 
definitely for solution. And it can’t be solved by 
screaming. 

We've just finished reading Marketing’s Coming Re- 
adjustment to Low-Margin Retailing, a 48-page, green- 
covered brochure by E. B. Weiss, director of merchan- 
dising for Doyle Dane Bernbach, Inc., New York 
advertising agency. Mr. Weiss declares that changes of 
vast dimensions have the habit of sneaking up on us, 
and while we are arguing about their validity, as well as 
their durability, they tend to be establishing themselves 
as permanent fixtures on the merchandising scene. 

“It is not commonly understood,” Mr. Weiss says. 
“that, of our billions sold at retail, at least 50 per cent 
is currently retailed on a flexible, multi-price and even 
haggling basis. And the lion’s share of this price-cut of 


50 per cent of total retail consists of advertised brands.” 
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This return to haggling, he says, provides “the most 
fertile soil conceivable for the still further growth of 
the discount operation.” 

If Mr. Weiss is right, we can expect trends like these 
among discount houses: great national chains, extending 
into smaller cities and moderate-size towns; modern, 
well-designed stores, many of them in suburbs and in 
shopping centers; broader inventories; strong local ad- 
vertising; charge accounts and even deferred payment 
plans. 

These trends, of course, will raise their overhead. 
However, Mr. Weiss believes, “established mass retailers 
who conclude that the discount house will soon be 
requiring average margins of 35 to 40 per cent are 
simply deluding themselves.” 

Granted, some day discount houses may be less of a 
problem, but in the meantime jewelers can learn some 
valuable lessons from the present market about what 
the public wants. Weiss says that the fundmental reason 
for the return of our economy to haggling is too much 
spread in margins through the chain of distribution to 
the consumer. “When the spread is too big. established 
retailers are put at a decided disadvantage in the long 
run, although it takes them a long time to recognize 
this truism.” 

Resolutions asking manufacturers not to sell to dis- 
count houses will be no answer. And the Department of 
Justice would stop such action as restraint of trade. 

JC-K hardly enjoys its Cassandra-like role of pointing 
repeatedly towards the discount house problem. But 
jewelers may have to learn how to live with the discount 
house, and find out how to preserve their prestige and 
increase their sales at the same time. They may have 
to adjust their thinking about some Sacred Cows such 
as list prices, margins and services. If a change has 
taken place in the distribution of jewelry store items. 
there is no wisdom in ignoring it. Therefore it is to be 
hoped that RJA will appoint a special committee to 
investigate the changing retail market and recommend 
courses of action. In our opinion, RJA could perform 
no greater service at this time for the retail jewelers of 


America. 


baile A Wide 


Editor 
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“Stainless Stee/ flatware 


e/iminates complaints, means real profit to us,” 


says Harry J. Barnett, Barnett’'s Jewelers, Chicago, Illinois 


“From the retatler's point of view, we prefer to sell 
Stainless over competitive flatware. Customer satis 
faction is 100°, absolutely eliminating time-consuming 
and expensive returns that also act as a deterrence to 
good customer relations.” 

Mr. Barnett, owner-manager of Barnett’s which has 
been famous in the jewelry business for more than 75 
vears, goes on to say, *“The sale of Stainless Steel flatware 
has mounted at a steady rate since we initiated the first 
items in our Stainless Steel line eight years ago. It gained 
immediate acceptance among our clientele and has con- 
tinued to add momentum because it fits into the growing 
trend toward modern living. 

‘“"7’o assure our customers a wide variety of choice, we 


now stock a selection of shapes and designs in four 


different Stainless Steel lines. As the manufacturers in- 
crease and develop their designs, different classes of 
purchasers become acquainted with and educated to the 
features of Stainless,” concludes Mr. Barnett. 

Many other jewelers have discovered the great sales 
potential of Stainless Steel flatware. Like Barnett’s, they 
have built up their Stainless Steel flatware business with 
strong advertising, merchandising and display programs. 
Many of these merchants make it a point to play up 
Stainless Steel regularly in the store’s newspaper adver- 
tising. They periodically devote an important window 
to an eye-catching Stainless display and they make use 
of counter merchandisers and point-of-sale material. 
You, too, can profit by effectively merchandising Stain- 
less Steel flatware. 
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TO INCREASE YOUR 


CHRISTMAS BUSINESS 


COMMUNITY 
TEAMS UP 


so beautifully as © CJ) M MUNITY 


Reproduced in black and white from the exciting full-color advertisement. 


A FULL-COLOR, FULL-PAGE ADVERTISEMENT in Look. (This is 

in addition to regular Christmas advertising in Ladies’ Home Journal, 

Good Housekeeping and Better Homes and Gardens.) It’s an exciting adver- 

tisement—sure to attract many of your potential customers. Remind them 

that yours is a “‘Cherub”’ store by displaying the Cherub. Bring them to your 

counters by stocking, displaying and advertising Community silverplate. shabahaa 

With three selling forces at work, you’re sure of a successful selling season. hoa) rhe} Wg J 
S ilgssasnitlil 

A FREE WINDOW OR COUNTER DISPLAY featuring the Cherub 

and the 56-piece Community special. It offers your customers 8 place 

settings plus a free anti-tarnish drawer chest plus 8 serving pieces free. 56 

pieces of Community for just $88 retail. (You get full profit.) This offer is 

good for all Community* patterns—including new “‘Ballad’’*—and will 


be good through the Christmas season. 


FREE NEWSPAPER MATS FOR YOU in a variety of sizes to fit your 
needs. (See the Operation Cherub proof book.) For your free display, free 
Cherub newspaper mats or free Community newspaper mats, contact your 
Oneida representative or write to Oneida Silversmiths, Oneida, New York. 
Tie in with this big promotion—and watch your Christmas sales boom. 
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